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THE ORGAN OF BRITISH ADVERTISING 


One of the major considerations for any campaign 


to women space in WOMAN’S OWN. Are you 


planning far enough ahead to ensure that your 


WOMAN’S OWN space is available when you want it? 


Womans onn 
2,246,752 


AUDITED NET SALF (JAN-JUNE 1954) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER 
HOUSE, SOUTHAMPTON STREET, STRAND, LONDON, W.C.2. TEMPLE BAR 4363 (40 lines) 
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How newspapers 
are encouraging 


craftsmanship 


Sin,—I read with considerable 
interest the article on “Do It 
Yourself” (September 2), but re- 
gret to note the omission of news- 
papers and the very fine job of 
work they are doing in this 
sphere. 

As the sponsors of the National 
Sewing ‘ontest and Sewing 
Week, we can speak authorita- 
tively on this subject. Since 
1950 considerable numbers of 
newspapers have collaborated 
with us in publicising home sew- 
ing, and it is almost entirely due 
to their very fine co-operation 
that the National Sewing Contest 
has been such a successful pro- 
motion. 

Another point which seems to 
have been missed is that when 
someone makes something them- 
selves, an appreciation of quality 
in that field follows, and it is in 
the interests of the nation as a 
whole that the greatest quality 
should be attained within the 
individual budget. 

If this appreciation is carried 
to its logical conclusion, cheap 
and shoddy goods will have no 
place in our markets, our crafts- 
manship will be considerably en- 
hanced, and this, carried into the 
every: day woes life, will once 
again make the label “Made in 
Britain” supreme eed oe the 
world, 

These facts are already appre- 
ciated by a great number of 
manufacturers and industrialists, 
and the amount of support given 
by industry at large to this “Do 
It Yourself” trend is increasing. 

We look forward to the day 
when, by the efforts of advertis- 
ing and we the public at 
large will fully appreciate the 
high standard of quality that is 
available from British industry. 

J. J. ADams 
Manager 


National Needle Arts Bureau 


ii 


To The Editor .. 


‘No price—so ads lose their 
75 per cent pulling power’ 


Sin,—-Have your readers ever 


| considered the immepse amount 
| of waste in retail advertising ? 


I refer, of course, to un-priced 
advertisements. These one meets 
with everywhere. 

I believe that, with a few 
obvious exceptions, an un-priced 
retail advertisement is worth in 
real publicity value, fully 75 per 
cent less than one that does not 
omit the cost of the article. To 
me an advertisement is like a 
shop window, which in a sense it 
is. When I have money to spend, 
a shopkeeper who is shy about 
marking up his goods gets very 
little out of me, and I feel 
exactly the same about un-priced 
ads. Like myself, | suppose, the 
majority of the public are sensi- 
tive creatures, and dislike having 
to ask “how much.” Further- 
more, time is precious and there 
is little to spare for running in 
and out of shops asking ques- 
tions. 

Not so very long ago I came 
across an interesting advertise- 
ment. No prices were given, but 
one was invited to send for a list. 
This I did. Imagine my annoy- 
ance on receiving only a descrip- 
tive leaflet, without prices, direct- 
ing me to the nearest stockist 
whose address was given—about 
two miles distant—for what |! 
wanted to know. Is it surprising 
that my interest then completely 
flagged? | took it upon myself 
to write to the managing director 
about the folly of wun-priced 
advertisements, pointing out how 


THIS WEEK 
How liability is assessed between 
agent and client, by our Legal 
Correspondent —-page 496 
NEXT WEEK 
Review of Poster Advertising 


much trouble and inconvenience 
these can cause. In due course 
came a lengthy reply stating all 
the pros and cons of the matter, 
admitting that my attitude was 
partly justified, but at the same 
time giving me several reasons 
why prices could not be adver- 
tised. 

I expect your readers know 
these “valid” objections to fixed 
prices ; but why advertised prices 
should be regarded as fixed I fail 
to understand. The argument 
seems to be that large stores with 
heavy overheads claim that they 


must obtain the maximum per- 


centage of profit, whereas the | 
little man with smaller expenses | 
can afford to trade on a smaller | 
So far as I can see, both | 


margin. 
would benefit by announced 

ices. The little trader would 

only too happy to show that 
he was offering an advantage, 
whereas the larger firms, surely, 
would be helped as well because 
of the information afforded the 
potential customer before enter- 
ing their establishments. Further- 
more, an advertised figure does 
protect the public from being 
overcharged ; a point which i 
think is seldom considered. 

Members of the advertising 
profession should get together 
now and have the whole question 
thoroughly gone into, with dis- 
cussions with the manufgcturers, 
wholesalers and retailers con- 
cerned. For in these days of 
stringent economy, something 
really ought to be done to save 
the wastage which results from 
advertisements which give no 
prices. 

Lionet I. GOLDMAN. 

18a Finchley Road, 
Westcliffe-on-Sea, Essex. 


‘Slanging’ 
stupidity 


Sin,—Cannot the 
and Sunday newspapers now get 
out of the habit of slanging each 


nationals 


other in public, and kidding 
themselves that it is journalism? 

Latest and most lurid case is, 
of course, the Junior Mirror— 
Junior Express war, in which 
the daily with the greatest circu- 
lation in the world devoted the 
whole of its leader column—-on a 
day of international crisis—to 
panning an obviously light- 
hearted phrase or two, in an 
otherwise well-reasoned feature 
of the opposition’s comic. It 
couldn't have been more ponti- 
fical if it were fighting an elec- 
tion. 

The Mirror is, of course, only 
one of the many offenders. Most 
papers now indulge all too fre- 
quently in holier-than-thou con- 
demnation of their rivals’ 
methods and morals, or boost 
their own features by suggesting 
that competitive attempts in 
other journals are inaccurate, 
unauthorised, and probably 
pirated. 


This panning of one paper by 
another may cause a gratifying 
laugh in Fleet Street. But every- 
where else it looks like not just 
childishness, but commercial 
“. 

he place for this kind of 
parochial or technical argument 
is in the very competent papers 
which cater for our own trade— 
with competent and impartial 
editors to act as referee whilst the 
contestants hammer it out. 
Millions of families should not 
be expected to pay good money 
for *house magazine’ journalism 
which interests, at most, a few 
thousand people. 

By all means be competitive. 
By all means plug your wares— 
positively—with all the punch 
you can. But sheer commercial 
experience taught the advertise- 
ment directors, a long time ago, 
indiscriminately to ban all 
“knocking” copy. Why don't 
they take their editors out to 
lunch and teach ‘em a bit of 
sense? 

GAVIN STAREY. 
17 Fleet Street, E.C.4. 


ABC start autumn 


cinema drive 


A full-scale publicity drive is 
being launched by Associated 
British Cinemas in support of the 
circuit’s “Autumn Movie Parade.” 
Four-inch d.c. advertisements incor- 
porating the Parade motif are to 
appear in the London evenin 
popes on aepatars, Tuesdays anc 

Nate om my for a five-week period 

nning on September 13. 

les 1 1 local advertising is being re- 
designed to incorporate 
“Autumn Movie Parade” title and 
motif and this will run for a six- 
weeks period. Posters are also 
being redesigned to fit in with the 
scheme. The agents are Rex 
Publicity Service Lid. 


Raymond shampoo 


TV hair-stylist Raymond has pro- 
duced a new powder shampoo 
called the Teazie Weazie. Agents 
Mark Fawdry Lid. have booked a 
series of spaces—mainly six-inch 
doubles—in the leading women's 
magazines for the product. The 
- apap uss, will break next Wednes- 


QUALITY SILK SCREEN PRINTING 


hy . Ad. Shankiag 


emiled * 


N ROAD N.W.5. GULi/ver 5595, 5596, 5597. 
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The Dorland Attitude to Commercial Television . .. No. 4 


Is it BRITISH or 


AMERICAN technique? 


“The American viewer 
leans forward ... the British 
leans back. There’s a pointer 
here for T.V. Advertising ” 


says Duncan Ross * 


“ British T.V. advertising will certainly not ignore American technique 
’ but we will need to adapt it, rather than to adopt it,” says Dorland’s T.V. 
head. “ For the attitude of the two audiences is quite dissimilar. The 
British viewer takes T.V. as a relaxation—the American takes it as a 
stimulant. The British have to be wooed by advertising whereas the 
Americans accept it as an indication of prestige. Dorland, through their 
U.S. connections, have access to the latest American technique but 
Dorland productions will be entirely British in character and concept.” 


“Dorland thinking 
on TV. is 
well expressed 
by Duncan Ross” 


says A. D. McLean 


“ We wanted something more than 
technical brilliance in the man to 
head our T.V. team,” says Dor- 
land's Chairman and Managing 
Director. “ Above all, he had to 
see things from the commercial 
viewpoint. We found both in 
Duncan Ross. He is entirely at 
one with us in the proper way to 
use this vitally important new ad- 
vertising medium and his vision, 
experience and ability will ensure 
that we get the best out of it.” 


- 


%*%& Duncan Ross, whom the New 
York Times describes as “ the 
best writer of B.B.C. documentary 
scripts,” was seconded to the 
National Film Board of Canada 
for six months in 1952, to act as 
Scenario Adviser. This visit, 
which coincided with the start of 
Canadian Television, gave him an 
opportunity for an intensive study 
of American and Canadian T.V. 
methods on a tour extending from 
the Atlantic to the Pacific. 


DORLAND ADVERTISING LTD. 
Incorporated Practitioners in Advertising 


Dorland House, 18/20 Regent Street, London, $.W.1. "Phone Whitehall o112. 


DORLAND 
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Britain's BIGGEST SELLING 
women's monthly magazine 


WOMAR. AND HOME |. . pougnt by nearly 2 million women every month... read by many 
more In homes throughout the length and breadth of Britai \: the remarkably low cost of 13/- per 
page per 1000, WOMAN AND HOME gives you the greats: coverage of housewives of any women’s 


# she - monthly. It is the magazine before all others iser with goods to sell to women. 


GIVES YOU THE = 
See owas «= GREATEST COVERAGE aay 
ei -_— oa OF HOUSEWIVES! 


, a AN A.P. 

o PUBLICATION 

x PAGE RATE £600 
| 925,32! 
CERTIFIED NET SALES (Jan-June 1954) *. 


? A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD. THE FLEETWAY HOUSE, LONDON, EC4 - CENtral 8086 
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INTRODUCES YOUR | 
PRODUCTS TO THE 
HOMES OF 

N 0 RTH ERN 180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,150 


"Phone: Chancery 8844 
55/- Overseas 
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Agencies are to discuss ‘TV co-operative’ 


plan next week 


UNIT WOULD OFFER PROGRAMMES 
FOR SPECIALIST MARKETS 


A meeting will be held in London,next Wednesday to 
discuss the possible formation of an advertising agency 
co-operative organisation for television on the lines of the 
P.A.-Reuter service to the press. 

The proposed unit would 
arrange shopping guides and 
specialised programmes in which 
several products would be adver- 
tised. It would act as a clearing 
house for information and 
research, and a central channel for 
liaison on such programmes be- 
tween the programme contractors, 
production units and the viewers. 

The co-operative unit, it is 
proposed, would be run on a sub- 
scription basis, and would have a 
governing committee represent- 
ing the member agencies. It 
would be open to any agency, but 
would be expected to appeal 
primarily to the medium and 
smaller sized agencies who natur- 
ally wish to limit their internal 
TV organisation. 


Giving a lead 

The lead is being given by 
E. Walter George Ltd., and its 
TV director Richard Newcombe. 
He has spent the last two years 
working exclusively on a study 
of alternative TV, and has been 
released by his agency for inde- 
pendent consultancy work in this 
connection. 


SURVEY SHOWS 
NEXT YEAR’S 
AD TRENDS 


Are advertising appropria- 
tions going up again next 
year? . 

How will commercial tele- 
vision affect the pattern of 
spending ? 

What are the prospects for 
various media groups ? 

These and other questions 
vital to everyone in the adver- 
tising and publicity business 
will be answered next week in 
the annual Survey of Appro- 
priations Trends conducted by 


This survey will interest 
everyone who wants to know 
the shape of things to come in 
marketing. 


Pat Auld (Auld & Tilbury Ltd.), captain of the Advertisers’ and 
Agents’ X1, tosses a coin before the opening of the Two Freds match, 
closely watched by Col. J. W. A. Stephenson (Life-International), 

playing captain of the Press and Print team. 


RAIN SPOILS PLAY BUT FAILS TO 
DAMP ‘TWO FREDS’ GENEROSITY 


Heavy rain curtailed ey 
before lunch in yesterday's we - 
nesday’s) “Two Freds” cricket 
match in aid of the National 
Advertising Benevolent Society 
at Hurlingham. 

But this did not stop generous 
bidding at the lunch-time auction 
for half-a-dozen of the gifts from 
advertisers which fetched over 
£200. The main auction, as 
usual, was held in the evening. 

Before lunch the Advertisers 
and Agents had scored 62 for two 
wickets, M. Watt (John Mackin- 


“Behind the E. Walter George 
approach lies the conviction that 
there is a very important place 
in the future of alternative TV 
for the co-operative programme 
shared by a number of adver- 
tisers appealing to a specialised 
market, such as home decoration, 
motoring, gardening, fashion and 
sport,” said Mr. Newcombe. 

“Programme contractors, too, 
may welcome dealing with a 
single unit rather than selling 
time separately to a number of 
agencies in the same programme. 

“Magazine programmes, i 
offered as a single entity, might 
assist contractors in completing 
their programme schedules.” 


tosh Ltd.) making 22 not out and 
J. H. Clark (Erwin Wasey & Co., 
Ltd.) being bowled by J. Doyle 
(House & Garden) for a similar 
score. In his first seven overs 
Doyle took 2 for 14. 

At lunch Andrew Milne, chair- 
man of the Fleet Street Column 
Club paid tribute to the many 
willing helpers who had enabled 
the proceeds of this year’s match 
to reach a record total. 

He was joined bY H. L. Clark- 
son, chairman of the Fleet Street 

@ Continued in Stop Press 
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Weeklies quizzed on printed contents bills 


OF RATION RULES IS URGED 


CONTINUED VOLUNTARY ACCEPTANCE | 


| 


ITI 


The new Surf pack. Detailed information helping the housewife to 

obtain best results from the detergent is given on the back panel 

and both sides. The slogans on the front have been altered to bring 
them in line with current advertising. 


‘HOW TO USE’ COPY ON SURF PACK 


Surf is to have a new pack. It 
has been redesigned to carr 
information telling the housewife 
how to make the best use of the 
detergent. 

A new back panel carries 
laundering instructions for the 
three main sections of the family 
wash ; whites, nappies and 
coloureds, Each step, from the 
Me ge to the final ironing 

dealt with under a separate 
heading, and the exact amount of 
the wder needed is clear! 
stated at the top of the po 
The same formula is continued 
on the side panels, which deal 
with other uses for the product. 

The bagic design and — 
of the front panel are retained, 


the only change being that the 
slogans on the flashes now read 
“Boils spotless” and “The com- 
plete detergent” to bring them 
into line with current advertis- 
ing. 

The new pack, it is claimed, 
employs space normally used for 
an extension of hard selling and 
advertising, to provide an extra 
service to the public. 

It will be on sale in the middle 
of this month. 


Newspaper finance 

A final dividend of 14 per 
cent, making a total of 10 per 
cent free of tax for the year, is 
recommended by directors of the 
Bristol Evening Post Ltd. 


Stormont call fn BUC 


EVENING: chiety over Newry 
j mare ban 


‘Evening Press’ 
has strong 
ad support 


Dublin’s new evening, “Evening 
Press,” made its debut on 
tember 1 at the climax of 
biggest publicity campaign for 
any newspaper in Ireland. 

Undoubtedly _ the public’s 
interest had been raised and there 
was a strong demand for the first 
issues which contained a high 


Newspaper rivaliry.in Dublin is 
not without its lighter side. The 
slogan for the “Ev Press” is 
“You'll Like It.” On the day of 
the “Evening Press” debut an 
“Evening Herald” poster read 
“You'll Like It Better.” 


advertising content, both of dis- 
play and “smalls” for which 
an intensive canvassing campaign 
had been carried out. 

Main surprise for Dubliners 
was in the use of a corner block 
4 in. by 24 in. deep for the name 
plate with reverse lettering on a 
cerise ground. 

The first issue carried 12 pages. 

The circulation war is now 
primarily being waged in the 
provinces where Bush machines 
are being used for late news and 
racing results. The Evening 
Herald is using a charter air 
service to deliver early editions 
to Shannon Airport for the 
southern counties. 


Poster sites at 


new bus station 


More than 50 large r sites 
have been set aside Er ebeniidiee 
at a former railway station in 
Lord Street, Southport, which has 
recently been converted into a bus 
and coach station by Ribble 
phot Sesvions. 

a tomley, general ma: 

of Ribble Motor Services, told 
ADVERTISER'S WEEKLY : “Various 
amenities are being added to this 
new station and the poster adver- 
tising sites will reflect our desire 
to achieve artistic, tasteful and 
yet striking presentation.” 

The advertising department of 
the B.E.T. Federation at Stratton 
House, Piccadilly, London, is 
handling the letting of the sites. 

Reservations already made 
include G.E.C., National Savings, 
Milk Council, C.W.S., Rowntrees, 
MacDonalds biscuits, Atlas 
lamps, Hovis, Saxa salt, Crosse 
and Blackwell, Thos. Hedley, 
Burnley Building Society, News 
Chronicle, Carrs biscuits, Captain 
Morgan Rum, and Southport 
Corporation. 


American printers 


visit London firm 


On their way to the Inter- 
national Printing Conference in 
Venice, a group of American 
delegates passing through London 
visited the factory of Fosh & 
Cross Ltd. 

Their leader, James Rudishill, 
the national president of Printing 
Industry of America, explained 
that they were interested in the 
layout and equipment of a well- 
known firm of general printers 
producing first-class advertising 
matter, and in seeing the intimate 
relation and use of both the 
letterpress and lithographic de- 
partments within one unit. 


Agency form radio 
department 


Nevin D. Hirst (Advertising) 
Ltd. have created a special radio 
department. They are handling 
a number of programme series for 
various clients on Radio Luxem- 
bourg either now running or due 
to commence within next 
month. 


NORMAN COLLINS ENDS OPTION ON 
USE OF ALEXANDRA PALACE FOR TV 


Norman Collins has notified 
the trustees of Alexandra Palace 
that the Associated Broadcasting 
Development Co., of which he is 
a director, does not wish to renew 
its option to take over part of the 
palace when the BBC lease 
expires in 1956, 

mn August last year, Mr. 
Collins negotiated the option with 


the trustees. Rent would have 
been £16,000 annually for 21 
years, the amount paid at present 
by the BBC for the King George 
suite at Alexandra Palace. 

The corporation obtained a 
second option to renew its lease 
if the holder of the first option 
withdrew. 


__ ' en Atel ees ® 
Ve ee = a 
ye 
i oa mittee is circulating a question- Committee, re-emphasises that oe 

Le naire to the managements of the rule remains in force “gurus ou , 

a weekly newspapers which, on unless and until withdrawn or Se ee Se 

4 the instructions of Lord Wool- amended by the Rationing | ~~ Ss 

: ton, the former Minister of Committee. , ee — 

Hf Materials, are now eligible to It continues: “These rules do not a= 

Aa apply for licences to issue depend for their validity upon ‘. a 

4 printed contents bills. Government regulations, but os fog Sk -aeapeanees « , . — 

’ eee They are being asked : are framed by the Committee fe ‘mew fae eo 

>. (1) Whether iy tavoms an itself in the ietawest of all the a ee = 

a to atoning newspapers within rationing ~~ | CE hl Se 

Et rules which w scheme. oe ye 

\@ them to use printed con- “The Committee has hitherto ea oa 

oo 7 pills in accordance with been able to rely for their S : | the Rinse 

=e tice issued , A news- observance upon the voluntary  — >... “9 (009) @kew 

i \ division of Ministry support of all newspapers with- a a 

m erials, and in the scheme who have OA «Ae reer » nana Dae 

“ (2) Whether they are propared enjoyed the benefits of the a mares 

e to accept the Rationing newsprint pool. P ' - J 

ae mittee’s decision on this matter. “It must continue to do so, and 

- The Committee's decision will be must call upon all concerned to 

Fe announced when replies are accept its decisions so long as 

ae received from the newspapers supplies of newsprint are still 

A ae concerned, inadequate to meet the full 

; i A covering letter, signed by F. P. demand.” 

3 = . . 4 — ——_ 

YY, ‘ " ‘ ¥ ow to gee 

| Mt nas Pe 
3 , wir XX acestatet . Gu carne 

ee "* ee ee ae 

“6 : m, e . ——_ a ese = —— eee 

{38 tn’. - oh ee oe 

é a : * 9s) ; ——..5 

; aa y «+ whe ee = an ete 

Md i 2S 2 

YY ~ < ¢ ~ hip >. og es . > <4 Det SH BHT TT SHV 

a’ be 4 ily clean —: Seo 

re ! a "Surf clean Ss = wt 

: } | P| 
tS 

ao 

dd 

ay 

a Ps | be | Be ti a "s ER ee a Be ae. fr =. 3 aa! gee aN 
oO ee ee ae Poa i oS Sa ae a ee 


485 


Call for immediate revision of 
Merchandise Marks Act 


TEXTILE FIRM SAY IT WILL LEAD TO 


V. G. Sherren (right), advertise- 
ment director of the National 
Trade Press Lid., snapped with 
an exhibitor and model at the 
National Fashion Fair. 


Fashion buyers 


come to town 


Some 12,000 buyers from 
Britain's fashion houses are 
expected to visit the five-da 
National Fashion Fair whi 
opened on Monday at the Royal 
Festival Hall, London, sponsored 
by Fashions and Fabrics, a pub- 
lication of the National Trade 
Press. 

Thirty-six manufacturers are 
exhibiting their autumn and 
winter season collections. 

Many of the suits, coats, day 
and evening dresses embody the 
new “H”-line, and replicas of 
these and other garments in the 
fashion parade will be available 
in London and provincial shops 
later this month. 


Testing techniques 


Godfrey Howard, head of 
Foote, Cone & Beldiag Ltd., 
London TV and radio group, 
leaves to-morrow (Friday) for a 
month's study of USA commer- 
cial television. He has already 
had five plays accepted for use 
there in the last 18 months. 

Mr. Howard has also just 
finished scripting and producing 
a number of experimental TV 
commercials employing different 
techniques as a result of which 
it will be possible to estimate 
which are most effective for 
various types of product in 
Britain. 


MORE ‘EAGLE’ ADS 

The Goodyear Tyre & Rubber 
Co. (Gt. Britain) Ltd. has issued 
copies of two new advertisements in 
their “Eagles Through the Ages” 
series to include in the brochure 
they produced at the time of the 
Coronation which told the story 
be’ series. 


‘FEWER, MORE VAGUE DESCRIPTIONS’ 


in 
immediately is made in “Vantona News,” published by 


Stating that under the Act 
manufacturers are not at all sure 
what does or does not constitute 
misleading description, Vantona 
News adds “In the very nature of 
things this will lead to fewer and 
more vague descriptions. 

“A good deal of valuable 
information to the public will no 
longer appear. Nor will the 
public be better protected against 
unscrupulous traders under the 
Act. They do not identify their 
products ; their reputation is not 
in danger if they are prosecuted ; 
they are quite prepared to break 
the law. 

“There is no doubt that the 
Act presents a very real problem. 
Representations have been made 
to the Board of Trade with 
regard to its defects and a certain 
amount of progress has been 
made. But there are certain 
people only too willing to make 
political capital out of any 
opposition to ‘consumer protec- 
tion’ of this kind. We believe 
that this is an unsatisfactory Act 
and one which shou be 
reviewed at once. And we shall 
continue to educate the public 
in the kind of goods they can put 
their trust in.” 


‘Amateurish affair’ 

Condemning the Act as “a 
thoroughly amateurish affair,” 
Vantona News says: “The Act is 
vague and incomprehensible in 
that it does not define ‘mislead- 
ing.” At what point does a term 
become part of the langua 
despite the fact that it is literally 
untrue ? Windsor Chairs; Bake- 
well Tarts; Epsom Salts. No 
one would question their accept- 
ance. But take such a word as 
eiderdown. 

“Every customer knows what 
an eiderdown is; they have two 
or three at home; they see them 
in the shops. But not under the 
Act. Down from the eider duck 
is very rarely used nowadays in 
eiderdowns. under the Act 
they no longer exist. 

“The ay to the public does 
not lie in descriptions which are 
actually misleading; they are 
few and far between. It lies in 
the uncertainty and anxiety felt 
by all the trade as to where the 
a attempt to make capital will 


“The natural outcome of this 
anxiety will be to put as. little 
precise descriptive matter as is 
possible on the product. 

“*Single-bed” and ‘double-bed’ 
which this company and others 


have been fighting for years will 
creep back in. 

“Information as to size, shrink- 
ms qualities, fast dyes and other 
sales points will be unavailable. 
The ordinary housewife will not 
be able to tell one product from 
another. 

“It is becoming clear to most 
people that arbitrary standards, 
by whatever method they are laid 
down, are not the answer. In a 
free market, with the housewife 
wishing to pick the best from a 
variety of goods offering different 
qualities, rigid specifications and 
arbitrary Acts of this kind have 
the opposite effect to that of pro- 
tecting the consumer. 

“The long-term answer will 
always be consumer education. 
Many firms, particularly those 
who market branded goods, have 
realised long ago that the more 
expert a housewife is the better 
chance there is that she will 
choose their own product. They 
have gone out of their way to 
educate the public through 
papers, magazines, leaficts, lecture 
tours and mill visits.” 


ADVERTISER'S WEEKLY 


‘ ’ 
Sports Express 
Beaverbrook Newspapers are 

considering the possibilities of 

launching a weekly sports 
paper. The title would prob- 
ably be Sports Express. 
T. Blackburn, a vice-chair- 
man of the group, told ADVER- 
Weexiy: “We are 


as to whether we will be going 
ahead with the venture.” 


Se ee ee ee eS el 


Salesmen shown 
how ads are 
created 


Feature of the recent sales con- 
ference of Batchelors Peas Ltd., 
at Harrogate, was a presentation 
of how an advertisement is 
created. Two hundred and fifty 
salesmen were taken on an 
imaginary tour of a modern 
advertising agency by J. MeL. 
Paterson, account executive of 
Mather and Crowther Litd., one 
of the company’s advertising 
agents, The creative side was 
explained by Harry Jones, crea- 
tive manager. 

This session was part of 
Batchelor’s policy of emphasising 
to their representatives the 
integral part played by advertis- 
ing in marketing the company's 


products. 
Gordon , vice-chairman 
of Mather and Crowther, intro- 


duced the presentation. 


This three-dimensional sign has been produced for James Southall & Co., 
Lid., of Norwich, the manufacturers of Start-rite shoes. The display is 
silk screen printed in seven colours, the centre portion vy set in three 
plane. 


s. The design, printing and production were by the 


play division 


of Trapinex Lid, 


Research shows definite pattern 
in post-war trading 


Motor Trader, the Associated 
lliffe Press publication, has con- 
ducted a research into the factors 
affecting the ebb and flow of 
retailer motor business. The 
results were published in last 
Friday's issue of the journal. 

Two main points were revealed 
—that there was a definite pat- 
tern in post-war trading; and 
that this pattern is repetitive and, 
given normal trading conditions, 
is likely to continue, at 
through the autumn, winter and 
next spring. 

A three-fold ph in colour 
giving an analysis of the trading 


cycle, the home and overseas 
influences and the rise and fall 
in production and consumption 
was included in the issue. 

The research team reported: 
“There was no attempt on our 
part to set up a hypothesis and 
then find facts to prove it. We 
went into this research with a 
perfectly open mind.” 

In the case of the used car 
market no fewer than 4,000 
separate calculations were made 
based on actual realised prices 
for a multiplicity of models over 
a long period. 
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ADVERTISER'S WEEKLY 


features at 


Food Fair 


The British Food Fair, pro- 
moted by the Food Manufac- 
turers’ Federation and sponsored 
for the first time by the “Daily 
Express,” is drawing record 
crowds to Olympia. 

Apart from the brilliant dis- 
play made by the 157 exhibitors 
taking part, there are a number 
of interesting and unusual 
features. They include the 
imposing Gas Council exhibit, 
International Kitchen, a colourful 
array of 16 gaily decorated 
kitchens in which cooking experts 
from all parts of the world, 
dressed in their national costumes, 
demonstrated the preparation of 
the dishes of their countries. 

The contributions of the Daily 
Express are London's Frost Fair, 
in which the great 17th-Century 
London Frost Fair held on the 
Thames has been recreated, 
Elizabethan Handicrafts, which 
brings to life scenes from a 
village in Merrie England, and 
Tiddler Town, an underwater city 
peopled with fish. 

The exhibits in the Hall, 
dominated by a giant windmill 
with its slowly rotating red and 
yellow sails, include displays of 
foodstuffs by Australia, Argen- 
tine, Denmark, Eire, Italy, Kenya, 
New Zealand, Northern Ireland 
and South Africa. 


Curtain raiser 

Also taking part in an exhibi- 
tion in this country for the first 
time are the Iron Curtain coun- 
tries--USSR, Bulgaria, Hungary 
and Poland. 

At the press preview, guests 
were announced by two toast- 
masters and met by Colin §S, 
Dence, president of the Food 
Manufacturers’ Federation. After- 
wards, Elizabeth O'Shea, the 

s representative of the Fair, 
eld a reception. 

Behind the scenes of the Fair is 
J. F. B. O'Shea, the general 
organiser, Only 38 years old, he 
founded his own exhibition or- 
ganising business when he was 
demobilised in 1946. Before the 
war he studied law. 

Responsible for organising the 
effective decorations were two 
women——Mrs. Darcy  Braddell 
and Miss Jean Beecher. Mrs. 
Braddell is well known in the ex- 
hibition world, having contributed 
imaginative features at the Ideal 
Home Exhibition, the Exhibition 
of Industrial Art, the British 
Pavilion at the 1937 Paris Exhibi- 
tion, and many others fairs and 
exhibitions. 


Soup range widened 


Batchelors Peas Ltd. are launching 
a national advertising campaign for 
their soup mix range. wo new 
varieties, thick pea and mushroom, 
are to be added to the popular 
chicken noodle soup mix. mts : 
Foote, Cone & Belding Ltd. 


OLYMPIA « SEPT 7"18" 


' o nae 
ad DAILY EXPRESS 


Included in the heavy advertising for the Food Fair, which opened at 
Olympia on Tuesday, is this bulletin board on the well-known Boro’ 
garden site in the Strand, London. Mather & Crowther Ltd. are 


handling the advertising. 


Selling advertising to 
the retailer 


The trade press is being used 
by Brown & Polson Ltd. to “sell” 
advertising to the retailer. A full 
page in the Grocers’ Gazette 
carried the heading, “Do you 


or ee ete ee ee 


we & Polson Boe ins 


. 

DPSAA winter 

Four meetings have been 
arranged by the Display Pro- 
ducers’ and Screen Printers’ 
Association for the winter season. 
The speakers, in addition to 
Peter Mytton - Davies, who 
opened the programme last night 
(Wednesday), will be: George 
H. E. Gough, a member of the 
national council of the Society 
of Litho § Artists, Designers, 
Engravers and Process Workers, 
on “A litho artist looks at screen 
printing and its application to 
display” (Tuesday, October 12); 
R. B. Kemball-Cooke, of Produc- 
tion Engineering Ltd., on “Work 
study: The general use of tech- 
niques and some consideration of 
their application to the screen 
rinting and display industry” 
fTuesday, November 9); and 
R. N. Barton, of Production 
Enginering Ltd. on “Produc- 
tivity—and what it means to the 
operative and the executive” 
(Wednesday, December 8). 


believe in advertising? ” 

In the copy, shopkeepers are 
told that no one would consider 
running a_ successful business 
without using the simplest form 
of advertising—the shopkeeper’s 
name above the door. 

Through advertising, it was 
stated, Brown & Polson have 
made their products known to 
millions of housewives, and the 
constant high quality of their pro- 
ducts is an accepted fact. 

“That is why Brown & Polson 
are able to devote the whole of 
their advertising to showing the 
housewife all kinds of delicious 
uses for their products,” the ad- 
vertisement added, 

Recent advertisements for 
Brown & Polson have included 
the Table Talk series—recipes for 
various uses of their products. 
“Every sale of a Brown & Polson 
product means extra sales of 
sugar and cooking ingredients,” 
points out the advertisement. 

Agents for Brown & Polson 
Ltd. are Masius & Fergusson Ltd. 


lecture series 


All the meetings will be held 
at the Horse Shoe Hotel, Totten- 
ham Court Road, at 6.30 p.m. 


Expanding role of 


public relations 


A message of greetings has 
been sent by A. McLoughlin, 
president of the Institute of Public 
Relations, to the newly-formed 
Swiss Public Relations Society. 
Mr. McLoughlin says: 

“Public Relations is achiev- 
ing increasing status all over 
the world, and this imposes 
even heavier responsibilities on 
all its practitioners. We here 
look forward with our col- 
leagues everywhere to the time 
when public relations may con- 
tribute more actively and more 
authoritatively towards solving 
not only national problems but 
international problems as well.” 
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RICHARD 
DIMBLEBY 
TAKES OVER 


In his sixtieth year with the 
company, Percy . H. Dim- 
bleby, chairman and managing 
director of F. W. Dimbleby and 
Sons, Ltd., publishers of the 
Richmond and Twickenham 
Times, the Thames Valley Times 
and the Brentford and Chiswick 
Times, has retired from the 
business. 

He is succeeded as chairman 
and managing director of the 
family pee by his nephew, 
Richard Dimbleby, the broad- 
caster and writen 

Percy Dimbleby’s father, F. W. 
Dimbleby, was the first of the 
family to be editor-proprietor of 
the series of newspapers. On his 
father’s death in 1907, Mr. Dim- 
bleby assumed financial control. 
When the present private limited 
company was formed in 1929, he 
became managing director and 
secretary. 

During the 47 years he con- 
trolled its business affairs the 
company prospered and under 
the editorship of his brother, 
Fred Dimbleby, who died in 
1943, the prestige, influence and 
circulation of the group of news- 
papers increased steadily. 

Fred Dimbleby had been 
chairman of the company, as 
well as editor of the newspapers. 

With the ‘Weekly’ 

Richard Dimbleby is now in 
control of the group of news- 
papers on which he received the 
sound journalistic training which 
is the basis for his success in 
broadcasting and television. 

He came to the Richmond 
and Twickenham Times straight 
from school, 
and worked 
first in the 
printin 
works an 
later in the 
commercial 
office. 
he trained as 
a junior re- 
porter. He 
left to join 
the staff of 
Southern 
Newspapers, 
Ltd., work- 
ing as a reporter on the Southern 
Daily Echo and the Bournemouth 
Echo. From there he came to 
the ApverTiser’s Weexty and 
was later appointed news editor. 

Mr. Dimbleby joined _ the 
board of directors of F. W. Dim- 
bleby and Sons, Ltd., when he 
left the staff of the BBC in 
1946, and has served as editorial 
director in charge of the three 
newspapers. 

The company remains exclu- 
sively a family concern. Remain- 
ing on the board of directors 
under Mr. Dimbleby’s chairman- 
ship, are his mother, Mrs. Gwen 
M. Dimbleby, and his aunt, Mrs. 
H. Anderson. 
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Britain bursting into new export markets 


INDUSTRIALISTS FARING WELL IN- - 


FACE OF STIFF COMPETITION 


B RITISH industry is bursting into new export markets. So 
says Aims of Industry Ltd., a non-profit making body set 
be to further the cause of free enterprise, following analysis 
a questionnaire sent to 3,000 of its member firms. 


The organisation claims that 
its analysis shows British indus- 
trial productivity is increasing, 
export trade is expanding and 
labour relations are improving. 

Questions asked included: 
Have you obtained any big 
export orders recently in face of 
stiff foreign competition? How 
much is the contract worth ? 
Have your export earnings risen ? 
Has productivity increased ? 

Aims of Industry states: “Con- 
tracts secured, often in the face 
of the fiercest foreign competi- 
tion, ranged from a £10,000,000 
contract for a hydro-electric plant 
to orders in the region of £100. 


High Pressure Selling 

“ But the answers showed that 
in many instances the companies 
were securing these contracts in 
markets which were completely 
new to them. British industry, 
it seems, is bursting into new 
markets while many of the old 
ones, say these 3,000 industrial- 
ists, seem to be expanding. 

“The reasons advanced for 
this upsurge in our overseas 
export figures are varied: high 
pressure salesmanship, low 
margins of profit, good deliveries, 
superior craftsmanship . . . ali 
play a part. 

“Most companies refer to 
increased production, attributing 
it to such causes as improved 
methods of production, redeploy- 
ment of capacity, new plant and 
—stressed again and again—good 
and improving works relation- 
ships.” 


‘Municipal Journal’ 
group launch 


new quarterly 


Publication of a new quarterly, 
Organisation and Methods, is an- 
nounced by the Municipal Jour- 
nal group. 

The winter issue will have a 
specialised circulation of 4,000, 
guaranteed to reach every town 
clerk, municipal] treasurer, every 


Regional Hospital Board and 
Management Committee  secre- 
tary, the principals 


of every 
public corporation and the 
managements of major industrial 
organisations. 

Organisation and Methods (5s.) 
will contain top-line articles and 
up-to-the-minute information on 
products, services and aids to 
efficiency. Basic page rates for 
displayed advertisements (10 in. 
by 7 in.), £40. 

O. & M. will be managed by 
P. D. V. Hackett, and edited by 
D, I. Harrison. 


Trade paper’s 
biggest ever 
special issue 


Copies of the September issue 
of Domestic Equipment Trader, 
which included a supplement in 
colour entitled “Scotland on 
Show,” were presented to Lord 
Bilsland, chairman of the Scottish 
Council, and other committee 
members, at the opening in Glas- 
gow of the Scottish Industries 
Exhibition. 

The issue contained 136 pages 
plus cover, and is the largest yet 

ublished, It included a preview 
‘or the trade of the Picture Post 
feature, “Heat and Light in Your 
Home.” 

The Scottish supplement con- 
tained an article by R. E. Mac- 
Lean, chairman of the Scottish 
Industries Exhibition, in which he 
reviewed the range of domestic 
equipment made in Scotland. 


Cecil D. Notley Advertising Lid. designed this stand at the Farnborough 


show for High Duty Alloys. 


It features the use of Hiduminium alloys 


at high temperatures where high strength hed vequired. 


Famous literary magazine closing 


John O'London's Weekly, a 
George Newnes publication and 
one of the last of the literary 
magazines, is to cease publication 
with its issue of Septembr 10 for 
economic reasons, 

The magazine, which first 
appeared on April 12, 1919, was 
founded by Wilfred Whitten, who 
wrote the leading article under 
the n-name of “John 
O’London.” 


Intensive use of 


local press in 


regional campaigns for Siemens 


This winter will see the con- 
solidation of a Siemens sales pro- 
motion campai aimed at in- 
creasing the sales of lamps for 
domestic use. 

Planned on a regional basis, 
the campaign was actually in- 
augurated in the summer months. 
Backbone of the campaign is per- 
sonal contact with wholesalers 
and retailers by a team of sales 
promotion representatives. 

During area coverage intensive 
use is being made of the local 


SIEMENS PRECISION LAMPS 


if 1 


make highway driving safer and easier 


press. Half and quarter-page 
advertisements have been inserted 
in newspapers covering Liver- 
pool, Preston and Blackburn. 
The results of the preliminary 
campaign, both in the creation of 
consumer demand and the open- 
ing of new dealer outlets have 
been so gratifying that a similar 
scheme has been planned for 
regions throughout the country. 
New point of sale material is 
being issued to retailers. The 
agents are Charles Barker & Co. 


“ft 
* 4 


Siemens latest point-of-sale display. 


Webster Evans, the present 
editor, it is wunderst , will 
transfer to another George 


Newnes publication, 

Commenting on the demise, a 
Manchester Guardian  diarist 
wrote: “The readers of John 
O’ London's will wonder why a 
paper with such a respectable 
circulation should founder. There 
is a good commercial answer. 
A circulation of even 100,000 

to-day does not interest adver- 
tisers unless it contains a high 
proportion of buyers with four- 
figure incomes.” 


National Exhibition 
of Children’s Art 


Opening the seventh National 
Exhibition of Children’s Art at 
the Royal Institute Galleries, 
Piccadilly, on Friday, John New- 
som, county educational officer 
of Hertfordshire, paid tribute to 
4 ay Pictorial, who or- 


ac ink the entirely disinter- 
ested way in which the Sunday 
Pictorial Ln initiated and main- 
tained this exhibition is something 
that can be put down as greatly 
to their credit,” he said. Ma 
out this sort of = 
shouldn't have the particular im. 
petus which makes people do 
what they have done, because it 
is to some extent a "competitive 
thing, and local patriotism and 
local pride is a pee thing to 
foster, especially if it encourages 
effort.” 


Big scheme backs 


new hand lotion 


This month, Smith & Nephew 
Litd., makers of Nivea, are to intro- 
duce Blue Velvet, a new hand lotion, 
Advertising in the Sunday Pictorial 
and a number of women’s journals 
will be backed by point-of-sale 
material, which will include a free 
sample-dispenser to be distributed 
to stockists. Agents: J. M. Green- 
wood Advertising Ltd. 
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N. R. Blackford T. G. Evans R. Matthews H. Underwood Thompson R. C. Howes 


Greenlys board 


Four new directors have been 


a nied at Greenlys. They are: 


= R. Blackford hye has been 
in advertising during all his business : - i i 
8 mead a in 1937 La guesteon Ronald King, joint managing group acount executive with Dixons 
uger and i 


career, He joined 
and for many years has been 


senior account executive on top- has been appointed export manager Southampton to-morrow (Friday) Mr: Nalsen commenced 


weight accounts. 
» G. Evans: His earlier traini 
in advertising was on display a 


design. It is 19 years since he joined company as assistant 


jormed the compa 


Greenlys for over 26 years and MeGlynn, Steiner's general sales appointed manager of Bemrose & 


a f Lord Leverhulme. Joining the 

in Eandon sae eeemaay ek, ge HL Hal, Seams dinecse™” Columbia Graphophone Co: Lid. 
: . ' . remained for many years as 

o — —— eri P ey a I yg 

° t 

. pI BI <4 Halford. for ITD Lid. is Joke R. 8. Hunter Lid., 7~“¢~ is sailing — apart vol six yeas during the war 
-- cc jon wi is i “ i 

sister—as Anton of Punch): A ° " 06 ee Se OS eee ee 


} nees at the head office in Toronto Ivor Hitchings has joined the 
comparative newcomer to G lys, John Davis, who for the last two peer gle isi : ipa 

he will be principally fipeanhie ~ years has been working as film and will also be visiting the New staff of Design Group (Midlands) 
the creative division which itself is ¢ditor with Douglas Fairbanks Ltd., 


expanding. collaborating with FCB on the ° *WaY for seven weeks. | iain ina "~ 
Rheingold r TV commercials D elle. late of the public = reas 
" n “ being produced in Britain, has now relations pm By a “ihe. War 
Reginald C. Howes has been /0ined the television group of Foote, Office, has been appointed joint Will handle PR 
appointed advertisement manager of ward. : manager with Mrs. Rosemary Bor- 
ritannia and Eve. We has been of the public relations division for BIF 
working under Frank Dunn as New director for of W. S. Crawford Litd., in succes- Sa 


advertisement representative for 


The Sphere for four years. Afte 


the war he started an advertising 
contractor's business, specialising in 

direct mail and circular and sample Reginald N. Oliver has _ been 
distribution, Later he was with appointed a director of Scott-Turner 


Lutterworth Periodicals, Ltd., a 
advertisement representative. 


* . * 
Miss F, Thomas, for many year 


director and space buyer of James and the J. Walter Thompson Co., 
Greenwood Xaeenieiee Ltd... will Ltd. He has ate, Sad eee ness 
henceforth be responsible for per- experience on t .. pore le, 
sonally contacting a group of eighteen months of which were 
accounts. Thus, agency accounts ‘*P°™ with Scram products. 

will in future be contacted by three . 


directors—the chairman and mana 
ing director James M. Greenw 


mas; and R. H. Tongue. Technical Lid. Mr. Stock began his 
G. E. Cutler, assistant to Miss carcer with the Admiralty, where 


Thomas for some years, 
space buyer. 
* ” * 


Ray Thompson, managing direc. andling all ty of technical 
tor of CPV Italiana, the Milan 4vertising and illustration. 


advertising agency, has been elected * * * Lady Barnett visited the RGD stand ay trip from Dublin to the Isle of 
to the board of Club Dirigenti Kathleen Shore, who recently at the Radio Show. She is pictured Man. 


Vendita, which is the Italian affiliat 


of the Incorporated Sales Managers’ succeeded as Condé Nast representa- director of Gordon & Gotch Adver- @ More News About People 


Association. 


Four named for 


ny. " " 
a: He has been with under the direction of Bernard © David C. Wigglesworthhas been came superintendent of agencies 


H. F. A. Nalson, who recen 
resigned his directorship of Sears 
Nalson, has been appointed a senior 


a manager of A urner Ltd., director of Greenlys Lid., sails from est End Advertising Agency Ltd. 


of Steiner Products Ltd. hair for New York. He is going on a advertising career on a Kent news- 
beauty preparations. Joan Mundy,  six-weeks’ business trip to the States — ae ano ne Nolen 
previously with Necta Ltd., has —_ and plans to return on Laer Week tid. Ged afiee on 


sales manager. Both will work * * * intensive course in salesmanship 


under the direct control of the first 


York and Montreal offices. He will 


Lid. as representative. He is the 


sion to Derek Morphett, who has Denis Inchbald has been appointed 
r Scott-Turner been transferred to the overseas to the staff of British Industries Fair 

pot acta oA oe ate department. Mrs. Margaret K.  Lid., to handle BIF press and public 
Havinden and lan Harvey, MP, ‘relations. He was previously with 
remain the directors jointly in F. C. Pritchard, Wood & Partners. 


; ha f the division. as public relations executive a 

s & Associates Lid. Mr. Oliver Ta ye - * officer working on national 
joined the agency 24 years ago and R accounts. Before that he was 
has been a senior account executive . two years in the advertisement and 


for some time. He was previously 
with Max Ritson & Partners Ltd. 


paeey departments of the Daily 
elegraph. 
* * * 


After six years on the editorial 
staff of the National Newsagent, 
Don Schofield has left to join the 
Investors’ Chronicle as assistant 
promotion manager. 

* * * 


7 * 


Raymond F. Stock has been 
+ appointed a director of Studio Irwin 


Edmund account execu- 
tive, O’Kennedy-Brindley  Litd., 
handled the press and public rela- 
tions for the 21st birthday celebra- 
tions of Irish Ropes Lid., New- 
bridge, which culminated in the 
chartering of a ship to take 1,200 
people (employees and friends) on a 


he remained until joining the Navy. 
He completed his wartime service as 
an executive officer RNVR, and 
since 1946 has been engaged in 


resigned to get married, has been with J. H. A. Cocks, managing 


tive in Scotland by C. D. L. Ker. tising Lid., the company's agents. page 490 


CAMBRIDGESHIRE TIMES GROUP‘ °ifie: "mes sunomes, wance 


A.B.C. Figures 
July to Dec. 1953 


Tel. March 2368/9 


London Representative : W. H. WALMSLEY ‘ 
H 69 Fleet Street, E.C.4 el. Central 9353 


64 Cromford House, Manchester 4 Tel. Blackfriars 6967 
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PREDOMINATES 


MULTIPLE 
INCOME 
HOUSEHOLDS 


More facts revealed by 1.1.P.A. Survey 


The I1.1.P.A. Survey reveals that the Daily 
Mirror not only has over 1,800,000 more 
readers than any other national daily, 1,700,000 
more readers under 45 than any other national 
daily, the greatest unduplicated readership of 
all national dailies, but by far the greatest 
number of multiple income households too. 

With the biggest daily net sale on earth, the 
Daily Mirror offers advertisers the most power- 
ful mass market coverage in the history of daily 
newspapers at the lowest square inch per thou- 
sand rate of all national dailies. 


WITH 


DAILY MIRROR 


THE WORLD’S GREATEST MASS MARKET MEDIUM 


ADVERTISER'S WEEKLY 


HERE ARE THE FIGURES 


Daily Mirror 12,789,000 31 


Daily Express 11,608,000 31 
6,786,000 
5,839,000 31 


Daily Herald 


Daily Mail 
News Chronicle 3,796,000 31 


16 
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More News About People 


E. N. Corns has joined Stratstone 
Lid., distributors of Daimler and 
Lanchester cars, as sales promotion 
and publicity officer. He was pre- 
viously publicity officer and London 
representative of Saunders - Roe 
(Anglesey) Lid. 

* * * 

Rosemary Butter, formerly 
with the Council of Industrial 
Design, who is now handling the 
J. & P. Coats account in Norway 
with Gumealius og Reklame in Oslo, 
arrived in London last week on her 
way to Glasgow to visit the Central 
Agency. 

. * 

P. W. MeCarthy, formerly in the 
publicity department of Vauxhall 
Motors Lid., has joined Roles & 
Parker Lid. as a copywriter. 


Denyse (née Fowler) who used to be 
with “Advertiser's Weekly’ and is 
now with Stowe & Bowden Lid., 
after her marriage to John P. Lake, 
assistant account executive at Erwin 
Wasey & Co,, Lt 
- * * 


Brenda Gully, press officer in the 
PR news room at F, C. Pritchard, 
Wood & Partners, was married on 
Saturday at Ewell to Peter Curtis, of 
F. G. Curtis & Co., Ltd., packaging 
printers. 

* * 

The wife of Erie Burleton, an 
associate director of Armstrong- 
Warden Lid., has presented him 
with a ae John Richard. 

* 


Lee, manager, ial 
puny division, Metro Goldwyn 
ayer, has been appointed assistant 
to J, Leslie Williams, director of 
publicity and advertising. 
” * 7 


Victor Churchill has been ap- 
pointed advertising and publicity 
director for Collins the book pub- 
lishers. 

- * 

Ronald F. Downs has left the 
Municipal Journal to become dis- 
play Chronicle. with the /fves- 
tors’ Chronicle 

* oe 

Mollie. Cansick, former cditorial 
assistant, The Service Station, os 
joined the staff of Marketin 
official publication of the AA 
porated Sales Managers’ Associa- 
tion, a8 assistant to the editor, 
Stanley Talbot. 


+ Lorme, sales manager of 
Altea’ Bird & Sons, Ltd., since 
April 1953, has been appointed sales 
training manager. e will be 
responsible for the _ selection, 
appointment and training of the 
sales force, Armstrong is 
the new sales manager. Mr. Arm- 
strong has worked in various execu- 
tive positions for the past 25 years 
with Standard Brands Lid., and for 
the past six years has been managing 
director = that organisation. 

- . 

Peasy Smith for the past six years 
with advertising department of 
Industria Britanica, Benn an gl 
Spanish language export journal, 
joining the staff of the Seaaments 
Booksellers Review & Stationers 
Gazette as assistant to the adver- 
tisement manager. 


OBITUARY 
J. A. Brongers 


J. A. Brongers, head of public 
relations for the Royal Dutch Shell 
Group, was among the 28 passen- 
gers killed in the LM air disaster 
at Shannon early on Sunday 


an 

rongers was a well-known 
figure in international public rela- 
tions. He was present at this year's 
annual conference of the Institute 
of Public Relations at Stratford-on- 
Avon in May. A founder of the 
recently formed International Public 
Relations Association, he was also 
president of the Dutch Public Rela- 
tions Association. 


Aw Boon Haw 

Proprietor of 13 newspapers in 
South East Asia, including the 
English lan page Hongkong Stan- 
dard and Singapore Standard, Aw 
Boon Haw has died, aged 71. In 
addition to his publishing interests 
he was also a banker, financier and 
a well-known philanthropist. 


IIPA’s Week-end 
Painting Exhibition 


The second annual Week-end 
Painting Exhibition organised by 
the Institute of Incorporated 
Practitioners in Advertising will 
be held from October 18-29. 

Open to all members of incor- 

»rated or registered practitioners 
in advertising the exhibition will 
cover black and white drawings, 
water colours, pastels, engravings, 
wood cuts, oil paintings and 
sculpture. 

Entries will be received be- 
tween October 4-8, and no more 
than three works may be sub- 
mitted by any one artist. 

The exhibition will be opened 
at 6 p.m. on October 18 at the 
Institute’s offices at 44, Belgrave 
Square, S.W.1, by James Fitton, 
RA. 


QUALITY. KNITTING WOOLS 


See the rabous ramgs af yout works ste 
One wth prodied wood for every 
— _ bnitting need 


al Ss NO EXTRA COST | 


(CROCE Lb) & 90h LTO, DEFT ok BS ARERIEL Tones 


TWO-1N-ONE LEAPLET Wo. 1227 


panerns Prive 6 
your stechin or send 6 
Pastel Under 

stamp to address 


Soromets and Loy or. 


One of the Lee Target knitting wool advertisements which will be featuring 
the new mothproof wool. 


Target knitting wool campaign plan 


Mothproof wool will be fea- 
tured in the new autumn adver- 
tising for George Lee and Sons 
Target knitting wool. The com- 
pany claim to be the first spinners 
to take active steps to combat 
the moth menace. 

Their complete range of knit- 
ting yarns will be treated with the 
Mitin process, a product of the 
Geigy Company. 

“The 8th wonder of wool” is 
how the publicity material will 
spotlight the development. The 
new press advertising will 
announce “Lee's lead with won- 
derful news for knitters!” An 
extensive list of women’s maga- 
zines and trade press will be 


Club News 


aa 
Farnborough visit 


A party of members of the Regent 
Advertising Club are to go to Farn- 
borough on Saturday for the Air 
Show. Coaches will leave the club 
at 10.30 a.m. and members will 
return after the Show for a party. 


Norwich & Norfolk 


The Publicity Club of Norwich 
and Norfolk is no longer able to 
meet at the Castle Hotel, Norwich. 
Future meetings of the club will be 
held at the Royal Hotel. 


Newcastle upon Tyne 


Next Thursday, September 16, 
G. F. Bennett will address the Pub- 
—_ Club of Newcastle upon Tyne 

“I was a Tramp.” 


used for the scheme which breaks 
this week. Auld & Tilbury Ltd. 
are the agents. 

The campaign will be intro- 
duced by a folder which is being 
sent to over 3,000 Lee Target 
stockists ali over the country. 
The folder will contain three 
separate showcards which can be 
used together or on one unit for 
window or counter display. 
Included is a leaflet illustrating 
free stereos or matrices available 
to stockists for local advertising. 

A set of three editorial features 
with the offer of free matrices or 
stereos is being sent in broad- 
sheet form to the editor of every 
local newspaper in the country. 


Liverpool 
New class in tourse 
on advertising 


A new class, on advertisin 
administration, has been introduce 
by the Liverpool and District Pub- 
licity Association in the advertising 
curriculum at the College of Com- 
merce, Tithebarn Street. It is 
er for people who desire a 

road knowledge of advertising, 
without specialising. 

The other subjects in the course, 
which is for students for the Adver- 
tising Association examination, are : 
English, marketing, economics of 
advertising, advertising reproduction 
(printing), advertising design and 
presentation, media, and t psy- 
chology of advertising. 


Cotswolds 


W. Last, information officer 

of the Advertising Association, will 

ak at the next meeting of the 

otswolds Club on Thursday, Sep- 
tember 30. 


a qtoup of nine influential newspapers 


AK 
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Associated Kent 


Newspapers Ltd. 
E.W. PLAYER LTD.. 30, FLEET ST.. E.C 
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ADVERTISER'S WEEKLY 


Ireland’s Master Sales Force 
for 50 years 


IRISH 
INDEPENDENT 


@ Supreme in Irish Journalism. 


First in National Predominance among 
Irish Morning Newspapers. 


FIRST CHOICE OF ADVERTISERS SINCE 1905 


The Latest Auditor-Certified Increased 
figures (6 months’ period January-June 1954) 
of the IRISH INDEPENDENT are 


—_ 197,333 a 


@ These are by far the Highest Net Paid Sales 
of any Morning Newspaper in All Ireland. 


One of the Publications of Independent Newspapers Ltd., Dublin 


Head Office: London Office: 
Independent House, Dublin 118 Fleet Street, E.C.4 
E. C. Maguire 


L. C. Blennerhassett — 


Advertisement Manager London Manager 
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ma | 
a8 eaten GROUP LinieEnD 
SST tr re 


ano 


The advertisement which sparks 
the new prestige campaign for 
the Brush Group. The picture 
was selected as the “Photograph 
of the Month” by “Advertiser's 
eekly.” Other child studies to 
be used in the series are here 
given a preview. 


Daddy, where does the light come 
from? 


_ 


why does the 
whistle? 


Daddy, a does the fire 
dance? 


Fresh angle 
to prestige 
advertising 


A new approach to 
advertisin 4 claimed for the 
series 0 siapliscnmatie--tagh 
illustrated by the picture of a 
child asking his or her “daddy” a 
question about the physical pro- 
perties of nature—which §. T. 
Garland Advertising Service, Ltd. 
have produced for The Brush 
Group, Ltd. 

The advertisements, a Garland 
executive explains, are an attempt 
to “put over an atmosphere.” 
Instead of talking only about the 
wonderful things done by the 
organisation in different parts of 
the world, they imply that indus- 
trial executives are not merely 
“tycoons” but 
fathers, or uncles, confronted 
with just this sort of question 
from children. A group that can 
be so human, they seem to sug- 
gest, must be nice to do business 
with or to work for. 


Helping to raise living 
standard 


The answers to the questions, 
though simply worded, are 
strictly correct, checked by scien- 
tists and educationists. They pro- 
vide a “lead in” to brief refer- 
ences to the way in which equip- 
ment supplied by the Group is 
helping to raise living standards 
in many parts of the world, in- 
creasing food supplies or making 
more power available to back- 
ward peoples, 

This style of advertisement, 
combining impressions of both 
efficiency and humanity is, it is 
felt, likely to appeal both to 
people who may do business with 
the organisation and also to those 
working _ in it. 


resti 


also husbands,. 


Daddy, where does 


come from? 


the water 
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How to produce 
the perfect 


* 
campaign 

Publishers of newspapers and 
magazines can improve the whole 
standard of advertising in their 
publications if they deal with the 
agencies who can provide a high 
standard of creative work, Derek 
Morphett, of W. S. Crawford 
Lid., told delegates at the Youth 
in Advertising congress in Ham- 
burg. 

He said: “It is my belief that 
the advertising agency can pro- 
vide the best all-round creative 
and marketing service for any 
advertiser—and in its dealings 
with the newspapers the agency 
is now making and will continue 
to make the greatest contribution 
towards the creation and main- 
tenance of the highest possible 
standards of advertising all over 
the world.” 

Answering criticism of the 
agency system by a previous 
speaker, Mr. Morphett said that 
it took two, the advertising man- 
ager and the agency executive, to 

roduce the perfect campaign. 

he role of the agency was 
similar to that of an advocate in 
a court of law. “How much 
better to invoke the aid of a third 
party who can view the problem 
with a detached eye and avail 
himself of the various specialist 
services at his command,” he 
said. An agency provided many 
types of specialised knowledge. 


Aims of £: Iplleatey film units will 
give 2,500 shows this winter 


For the fifth consecutive year 
the mobile film units of Aims of 
Industry Lid, will be taking the 
road for an annual winter tour in 
October. 

Some 2,500 shows have been 
booked throughout the country at 
schools, youth clubs, factories, 
women's clubs, technical colleges 
and other community groups. A 
quarter of a million seg are 
expected to see the films, which 
will include: 

“Design for Fashion,” 
sored by Aristoc Ltd.; “Royal 
and Sovereign,” sponsored by 
Whitbread and Co. Ltd.; “A 
Family Tradition,” by C. Ship- 
pam Ltd.; “Accidents Don't 
Happen,” by Smith and Nephew 
Ltd. ; “Wheels and the Farmer,” 
by Goodyear Tyre and Rubber 
Co. ; “Slice of Life,” by National 
Association of British and Irish 
Millers Ltd. ; “Cement,” by Asso- 


spon- 


ciated Portland Cement Ltd. ; 
“Bound to Last,” by Percy Jones 
(Twinlock) Ltd. ; “Foundry Prac- 
tice,” by Babcock and Wilcox 
Ltd.; “A Worthwhile Career,” 
by National Provincial Bank 
Ltd.; “Fruits of the Earth,” by 
Smediey’s Ltd.; and “Price of 
Enterprise,” by Dunlop Rubber 
Co. 


SHOWCASES OVER 
THE BAR 


Thirty-three window  show- 
cases over the bar in the newly- 
opened Pilgrim Restaurant at the 
Café Royal, Manchester, are 
eventually to be rented to adver- 
tisers. The showcases are each 
about 24 ft. long and 14 ft. wide 
and can be illuminated by 
interior lighting. 


Walkers 


a (showcards) (REST 


- _ MANCHESTER 
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ADVERTISER'S WEEKLY 


IN GREATER DUBLIN — 


EVENIN G 
HERALD 


Dominates the Vital Metropolitan Market 
Because it... 


@ Goes into most homes in Dublin 
City and County—combined popula- 
tion 691,428; 

@ Carries thegreatest volume of Display 
Advertising among Evening 
Newspapers; 

@ Has Higher Auditor-Certified Net 
Sales than any other Irish Evening 

Newspaper. 


In this important Marketing Zone the EVENING 
HERALD sells every day an average of 


124,853 


copies — another Increase. 
(Latest Auditor-Certified Net Sales for six months’ period January-June 1954) 


Goes Right HOME With Your Sales Message 


One of the Publications of Independent Newspapers Ltd., Dublin 


Head Office: London Office : 
Independent House, Dublin 118 Fleet Street, E.C.4 


E. C, Maguire L. C. Blennerhassett 
Advertisement Manager London Manager 
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COMMENT 


FREEDOM YEAR? 


tisers who have for years been 
unable to get the spaces they 
desire in the media they con- 
sider most effective for their 


purpose. 

if fall freedom is restored the 
large e advertiser will be 
happy use he will be able 
to secure the continuity of in- 


any campaign if it is to be 
fully effective. 

The small space advertiser will 
rejoice because, for the first 
time since the war, he will be 
welcomed everywhere. 


The challenge 


The advertising agent will cheer 
Seanmee hho will Ge ee to plan 
his campaign with the full 


resources of the powerful 
newspaper medium at his dis- 
posal. 

The newspaper publishers will 


welcome their caadtinn for 
it will enable them to meet 
without handicap the challenge 
of the new television medium. 
It is to be hoped that the end of 
this control will be announced 


Soft hearted 


The public are sometimes 
the impression that adv 
men are a hard-boiled tot. 
They wouldn't think so if they 
had been at Hurlingham yester- 
day for the annual Two Freds 
ket Match sponsored by 
the Fleet Street Column Club. 
They would have seen generous 
men dipping hands into pockets 
already substantially tapped 


--- @ eaten breaking pro- 


pluton | in it for them ? 

Nothing but the satisfaction of 
knowing that through NABS 
they are helping to lift tem- 
porarily lamed colleagues over 
the style. 

Hard-bitten? Just about as 
much x the advertisers who 
are rallying round to make 
"Fam a braille edition of 

Family Doctor.” 


Advertising and 
selling problems 
in Switzerland ? 


494 


Talking Points 


Big voice shouts the odds for British 
aircraft industry 


HERE is lots of noise at the 

Farnborough Air Display 
this week—quite apart from the 
a bangs and jet whines. 

ighty voices are .thunderin 
over a Tannoy system claim 
to throw the human voice farther 
than ever before in the open air. 
The aim has been to make it 
possible for every word to be 
clearly heard by half a million 
people. 

Guy Fountain, chief of Tan- 
noy, apparently visualises his 
device as an effective advertising 
medium. 

He says: “Many of the specta- 
tors at Farnborough came as 

tential customers to give 

ritish aircraft a critical once- 
over. We were transmitting more 
than a commentary. /f was a 
sales talk and just had to be 
heard,” 

There’s nothing wrong with 
shouting the story of British air- 
craft developments from the 
house-tops. ut all the jolly 
little local legislators in other 
districts will be looking at their 
bye-laws to make sure it cannot 
happen over their heads. 

ust imagine, jet-propelled 
salesmen with bull-frog voices! 


HEY’VE been having trouble 
down in Whitchurch 
(Glamorgan), There seems to 
have been some misunderstand- 
ing about convenience § and 
amenity. 


The Justice of the Peace and 
Government Review re- 
ports the case of a limited com- 
pany convicted of a contraven- 
tion of Regulations 5 and 9 of 
the Town and Country Planning 
(Control of Advertisements) 
Regulations, 1948. The company 
was alleged to have pn an 
advertisement on a public lava- 
tory at Nantgarw without the 
authority of the town and 
country planning committee of 
the county council. 

For the company, in mitigation 
it was stated: “We are terribly 
sorry about this dreadful inci- 
dent. There is a tremendously 
strong rivalry between two con- 
cerns and the bill-poster em- 
ployed by the company was 
stampeded by his enthusiasm and 
forgot his usual discretion.” 

Defending solicitor produced a 
photograph of the poster, and 
enetvand that it illustrated that 


PUBLICITAS 


the advertisement tended to 

beautify “ what is rather a dull 

and uninteresting strugture.” 
Shades of Clochemerle ! 


HIS column has been pre- 

sented with a necktie-——heavy 
silk in red, grey and pea-green 
stripes. 

Lt.-Col. Maurice W. Batchelor, 
chairman of Batchelors Peas 
Ltd., sent it by special messenger 
after reading here recently about 
the tie introduced by the 600 
Group of Companies and Indus- 
trial Tapes Lid 

With it A. the claim: “The 
old firm tie is at least 20 years 
old.” 

Over the years the company’s 
representatives have been recom- 
mended to wear the tie when call- 
ing on customers. 

The idea came from Col. 
Batchelor, who felt that men 
should be just as proud of the 
ideals and aims of their firm as 
of their school or club. He 
designed the tie, incorporating 
the colours used for their canned 
pea labels. 

At the recent Batchelors’ sales 
conference at Harrogate, besides 
the 250 salesmen, all the execu- 
tive staff wore a tie. Senior 
executives are provided with a 
handkerchief and cuff-links in the 
company’s colours. 


advertised : “£1 en away with 


every suit.” window was 
Sail ieediie Tie seed ate 
gone. 


Members of Batchelors’, who 
recently formed a Road Safety 
Club, which includes salesmen, 
executives and transport drivers, 
have been given a car badge and 
wallet, to hold their membershi 
card and driving licence, bo 
bearing the company’s colours. 


SPEAK UP AT THE BACK! 
O you get cold shivers when 
asked to speak ? 

If asked to address a group, 
do you funk it when, secretly, 
you'd love to accept but lack 
confidence ? 

The questions are posed in a 
circular from the Publicity Club 
of Sheffield stirring up interest 
in the public speaking section for 
the season ahead. So far it is 
reminiscent of the old teach 
yourself to play the piano adver- 
tisements . ut then the argu- 
ment begins. 

The selling point is: “Think- 
ing and speaking on your feet is 
an acquired art. Good speakers 
are made, not born.” 

That is the talking point, too. 
For many who listen to public 
speakers are convinced that while 
the best speakers are born, 
trained speakers bore. 


TO-MORROW’S TOPICS 


®@ Efforts are made to 
launch a new Wing 
political weekly. Plans may be 
announced soon. 


®@ Big campaigns are planned for 
the winter to boost sales of the 
more expensive spirits and 
liqueurs. The “man in the 
street” is the target, and 
advertisers who have confined 
their publicity to class publica- 
tions will extend their schedules 
to include the popular press. 


@ Extensive activities behind the 
scenes indicate that there will 
be a record number of big 
national account changes in the 
New Year. 


@One of the biggest industrial 
groups will change agents by 
spring. 

®@ Forecasts of a breakdown in 


3 Av. B 


be proved false. Agents will 
handle TV accounts on the 
usual basis. 


@A reinvigorated campaign for 
per cent commission all 
round will be opened by agents 
after the IPA conference 
to be held in Birmingham in 
October. 


@ Next step in the —— 
journals development may 

young teenage editions of Pa 
~ publications for women. 


@ A commercial films company 
is expected shortly to announce 
plans for activities in the field 
of commercial television. 


ROUND TABLE 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 
exact estimates are supplied free and 
without obligation to you. 
Write to our fully equipped 

: Foreign Departement, 
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ADVERTISER'S WEEKLY 


THE CHOICE OF THE PEOPLE— 
THE VOICE OF THE PEOPLE 


Among all Sunday Newspapers printed 
or published in Ireland 


SUNDAY 
INDEPENDENT 


@ The Top Level Sales-Builder for 
Advertisers over the Week-End 


THE MOST WIDELY DISTRIBUTED 
SUNDAY NEWSPAPER IN IRELAND 


@ For the Six Months’ period January/June, 
1954, our Chartered Accountant’s 
Certificate showed that the figures for the 

SUNDAY INDEPENDENT are 


382,052 = 


@ Far in excess of any Newspaper published 
in Ireland 


Average 


Weekly 


One of the Publications of Independent Newspapers Ltd., Dublin 


Head Office: London Office : 
Independent House, Dublin 118 Fleet Street, E.C.4 


E. C. Maguire L. C. Blennerhassett 
Advertisement Manager London Manager 
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ADVERTISER'S WEEKLY 


Legal Queries Answered 


Advertising agent and client— 
how liability is assessed 


By OUR LEGAL CORRESPONDENT 


I HAVE recently been asked 

a number of questions as 
to the respective liabilities in 
the relationship of an adver- 
tising agent and his client, if, 
unwittingly, an agent commits 
some legal offence in an adver- 
tisement which he has pre- 
pared and had published. 

The subject is full of difficul- 
ties, and the only safe rule that 
one can formulate is that each 
case must be decided on its 
merits, that is, on its own par- 
ticular facts. Such a rule must 
be borne in mind when reading 
the following general proposi- 
tions. 

Let us take as our first exam- 
ple a statement made in an ad- 
vertisement which creates an 
obligation on the part of an 
advertiser. For instance, sup- 
posing the agent so words the 
copy that it creates “an offer to 
the world" which, when accepted 
by a number of readers, results 
in financial or other embarrass- 
ment to the advertiser. Or, if 


the agent’s copy gives a guaran- 
tee for a product and later the 
buyers of the product ask that 
the guarantee should be imple- 
mented to the extent that the 
advertiser could be made bank- 
rupt by the agent's error. 

Has the advertiser any redress 
against the advertising agent ? 

If the advertising agent were 
no more than an agent, in the 
ordinary sense of the word, then 
the responsibility for the error 
would obviously be borne by the 
advertiser, but if the advertisin 
agent is a principal, in accord- 
ance with the general claim, then 
the advertiser would obviously 
be entitled to claim damages 
against the advertising agent, 
unless the agent was working to 
express instructions, 

The first general proposition 
is that an advertising agent is 
liable for any act of negligence 
on his_part by the publication of 
copy, prepared by the advertis- 
ing agent, which results in legal 
proceedings against his adver- 
tiser-client. 


en 


here the hops 


come from. 


KENT | 


MESSENGE 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 
LONDON + 80 FLEET STREET 


Even to this there are excep- 
tions. 

Some years ago a money 
lender employed an advertising 
agent to send out circulars, and 
stipulated in the contract that 
the circulars should not be sent 
to an infant. The agent did, in 
fact, send a circular to an in- 
fant and the money lender was 
rosecuted and fined. Mr. Justice 
owlatt denied any right to re- 
imbursement of the advertiser 
by the agent, saying : 

“A law which imposes a 
punishment as distinct from a 
payment of compensation is 
defeated by the punishment 
being passed on to another.” 


Criminal and civil 


It is important to point out 
that there is a difference between 
what may be called a criminal 
offence and a civil offence. If, 
for further. example, an offence 
is committed in copy, prepared 
by an adveftising agent, which is 
in contravention of the Mer- 
chandise Marks Acts, then the 
advertiser has to bear the brunt 
of the prosecution, as in such an 
instance, the offence is a breach 
of the “ criminal” law. 

Nobody has stated the argu- 
ment better than Professor Han- 
bury, who declares: 

“It is surely in no way unjust 
that those who engage in activi- 
ties which involve the employ- 
ment of agents and may have 
anti-social consequences should 
be liable to pecuniary penalties 
if these actually ensue, even 
though the agents may have dis- 
obeyed the express instructions 
of the principal rigidly to ob- 
serve the requirements of the 
law.” 

Forms of indemnity in such 
cases, therefore, are not of much 
value, but they are most certainly 
a great asset in civil cases. Par- 
liament, in the Defamation Act 
of 1952, it will be remembered, 
went out of its way to emphasise 
that: 

“An agreement for indemni- 
fying any person against civil 
liability for libel in respect of 
the publication of any matter 
shall not be unlawful unless at 
the time of the publication that 
person knows that the matter is 
defamatory, and does not 
reasonably believe there is a 
good defence to any action 
brought upon it.” 

There are two possibilities here, 
assuming that in each case the 
advertising agent has entered into 
an agreement to indemnify the 
advertiser against libel. First, if 
it is defamation as the result 
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what a judge has called “an in- 
different act, of which the ille- 
gality does not appear,” then the 
agreement holds good. Secondly, 
if the advertiser knows the matter 
to be defamatory and agrees to 
publication, he will have little 
chance of recovering from the 
agent any damages that he has to 
pay. 

In the case of an infringement 
of copyright, there can be no 
doubt that liability is on the 
advertising agent, if he has 
prepared the copy. 

In such instances it is reason- 
able to argue that an advertiser 
has put his faith in his advertis- 
ing agent who, after all, is the 
expert and should know the law. 
If the advertiser himself is suc 
cessfully sued, then he has the 
right to claim damages from his 
professional advertiser on the 
ground of negligence, which 
should not be difficult to prove. 
Here again, an agreement for 


Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 


can accept 


any Mabliy for the opinions 
enema. 


indemnification would clinch the 
matter, but even where there is 
none, it is submitted that the 
advertiser would have a good 
claim against the agent. 


The upshot of all this is to 
urge that advertisers should 
protect themselves against pos- 
sible errors on the part of their 
agents, for although in some 
cases, such as in criminal law, 
it may not be of great value, in 
civil actions it will be a form of 
insurance. 

In the normal course of busi- 
ness, agents agree to indemnify 
newspapers in respect of all costs, 
damages or other charges falling 
upon the newspaper as the result 
of legal actions or threatened 
legal actions arising from the 
publication of an advertisement, 
and it is reasonable to ask, where 
they do not already do so, that 
they should similarly agree to 
indemnify their clients. 

To sum up: 


®@ For offences against the crimi- 
nal law created by an adver- 
tisement, the advertiser will 
have to bear the brunt. 

@ For offences against the civil 
law created by an advertise- 
ment, the advertiser would 
have good grounds for an 
action for damages against his 
advertising agent, even in the 
absence of an agreement for 
indemnification. 

@ An agreement for indemnifica- 

tion would provide an adver- 

tiser with a reasonable safe- 
guard in civil actions. 
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The Queen of the N ig ht (selenicereus grandiflorus) 

comes from the West Indies. It is a cactus with the un-cactus-like habit of scrambling about on the edges 
of forests instead of growing squatly in deserts. 
In mysterious contrast to its lean, spiny stem is its luscious flower. How can that spare and arid plant-body 
support so much white-and-gold, such sweet vanilla scent? Thrilling as a catherine wheel, this largest of 
all cactus flowers opens in the evening gleaming through the night and is dead by morning. Like something 
almost too good to be true... 


Almost too good to be true 


was exactly what everyone said about The Countryman’s 
spectacular rise from nothing to a net sale of over 83,000. 
But aside from this rare publishing mystery The Countryman 
is as different a plant from selenicereus as night from day. 


Its habits are well-known to be consictent and predictable : 

it blooms in profusion four times a year, its readership always 
grows bigger, its advertising rates have the charm of the 
miniature . . . all of which advertisers have noted, to their profit. 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, 10, BOUVERIE STREET, £E.C.4. CENTRAL 9161, 
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Advertising Case History—58 


How a new fashion system 


was brought into the news 


BSERVERS in the fashion 

industry have sensed a 
realisation that many women 
in the “average” domestic 
income category are no longer 
convinced that couture clothes 
should be beyond their reach. 
But to define and interpret 
that conviction in terms of 
advertising for a specific line 
of creations is no easy assign- 
ment. 


Economic impossibility 


Furthermore, to make it pos- 
sible for Mrs, and Miss “ Aver- 
age” to buy clothes that both fit 
and have individuality, at a fea- 
sible price, is well-nigh impossible. 
Plain, straightforward off-the-peg 
clothes are made in a very wide 
range of sizes. Yet the fact re- 
mains that few people can get 
into such garments and feel that 
no adjustments need be made to 
it, either by themselves, if it is 
easy, or by the shop if it is com- 
plicated. In any case, either time, 
inl both—is added to the 


Sometimes the very fact that 
these alterations may take a week 
or 10 days to complete makes the 
buying of the garment impractical 
if it is needed for a particular 
occasion. Again, in buying some- 
thing off-the-peg a woman is more 
than likely to see the identical 
garment on a friend whose age 


A display at the Joy Ricardo London salon 
to feature garments produced according to the 


and size is completely at variance 
with her own. 


personality of an off-the- 
peg dress must perforce be such 
that it will suit hundreds, possibly 
thousands, of women of all sizes 
and nearly all ages. For this 
reason almost all individuality 
tends to be lost. Such is the 
situation that has been en- 
countered by many women at one 
time or another. 


Changing attitude 


Until fairly recently the situa- 
tion was accepted without ques- 
tion by most women. They felt 
that prey styled clothes were 
simply beyond their reach. That 
attitude is changing, and for the 
trade and industry a new focus in 
fashion is emerging. 


And it is demanding a new atti- 
tude to fashion advertising. 


How to achieve individuality 
and good fitting at a price that 
can be afforded ? How to project 
the achievement through advertis- 
ing when accomplished ? 

At this point in the story fore- 
sight, feminine intuition and mer- 
chandising courage have to be 


Every opportunity 
has been taken of 
the brighter periods 
of this spring and 
summer to obtain 
photographs of 
Joy Ricardo crea- 
tions which have 
been processed in 
the new “one fit- 
ting” style. 


new system. A 
fresh attitude to 
fashion advertising 
is being demanded 
by this new 
development. Store 
demonst rations 
and fashion shows 
take on a much 
more _ significant 
purpose. 


taken into account. It has been, 
and the fact is that a group of 
women—a couturier and her 
press agents—have crept up on 
the fashion world and sounded 
several new notes very loudly. 


The only all-woman press and 
public relations firm in this 
mag Lintas Information Ser- 
vices, have realised the untapped 

ibilities in the situation and 
ve pointed the way to couture 
clothes for Mrs. Everywomen: 
They have effectively brought to 
the notice of the press and the 
general public the _ clothes 
designed by Miss Joy Ricardo for 
her salon at Woollands in 
Knightsbridge. 


New waistline system 


Miss Ricardo, who has been 
known for some time as a clever 
and ractical designer, has 
devi a system whereby her 
couture models are made in a 
wide range of standard sizes, but 
the main seams (waist, shoulder, 
hem, etc.) are only basted 
together. When the customer 
buys, the waistline (on which the 
whole hang of the dress may 
depend) can be raised or lowered 
as required. The shoulders can 
be altered to fit each individua! 
and the hemline adjusted to suit 
the wearer's height. 


Only one fitting is necessary. 

‘fhe time necessary for adjust- 
ment is almost negligible, and 
there is no extra charge for the 
alterations. 


The final result is that the 
finished garment costs very 
little more than one off-the-peg 
and although these models are 
machine finished, the cut and 
detail are couture. 

That was the achievement. 


The next requirement was to 
bring it forcibly, though plea- 


santly, to the attention of the 
trade and general public. 

The account was taken over by 
Lintas on April 12. On May 6 
the first collection of clothes 
demonstrating this new idea was 
shown to the press at a function 
in London. Woman's page editors 
throughout the ovinces were 

iven all the details. On May 31 
our of the models from the 
collection were included in t 
television programme “Festive 
Fashions.” 


One of the Joy Ricardo items 
which attracted a lot of attention 
when featured on television. 
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RADIO TIMES 


Average weekly net sales 


for the first six months of 1954 


8,200,20 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 


A single insertion in the 


RADIO TIMES 


is a national campaign for 
NINE DAYS — PLUS! 


* 


All enquiries to: HEAD OF ADVERTISEMENT DEPARTMENT 
B.B.C. PUBLICATIONS, 35 Marylebone High St., London, W.1. 
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MOST 


people who have 
to deal with 


EXHIBITIONS’ 


leave the 
PHOTOGRAPHIC 
ENLARGEMENTS 


AUTOTYPE 


The Autotype set-up is the finest 
in the country. The client’s 
interests are the chief concern 
of the personnel. Plant and 
equipment are the best obtain- 
able. Result—consistently good 
enlargements whether pigmies or 
giants. 


We have 2,000 live accounts on 
our books—so many of them 
well-known concerns who use us 
year in and year out for one 
reason only—satisfaction. 


The Autotype Price List reveals 
that quality and service cost no 
more. Please ask for a copy. 
Then try us. 


* COMMERCIAL MOTOR, 
SHOE AND LEATHER, BREWERS, 
DAIRY, PUBLIC WORKS, etc. 


MOST 


of the really good enlargements 
are made by 


AUTOTYPE 


THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD 
WEST EALING, LONDON, W.13. EALING 2691-2-3 
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© A NEW FASHION SYSTEM—continued 


The adaptability of the clothes 
to fit a wide range of sizes can- 
not be appreciated merely by 
looking at the articles in a 
fashion show, store window, or 

ress advertisement. Yet adapta- 

ility is the very quality attach- 
ing to Joy Ricardo clothes which 
makes them significant. To 
draw sharp attention to this 
quality is the function of the 
advertising. 

For this reason every attempt 
is being made to bring to the 
attention of the public the way in 
which the Joy Ricardo system 
works so that clothes bearing her 
name will be associated neither 
with an “off-the-peg” product— 
nor with an exclusive, highly ex- 
pensive creation. 

Store demonstrations and well- 
publicised fashion shows there- 
fore take on a far more vital role 
in the overall campaign than ever 
they did in the past of fashion 
advertising. For this reason, 
also, the press invitations to the 
opening show in the campaign 
included diagrammatic sketches 
in order to indicate with clarity 
the principle on which the dresses 
to be exhibited were made. 


Popular reception 

From the first the idea received 
a warm and enthusiastic recep- 
tion. This has been manifested 
by press cuttings varying from 
those in the glossy magazines to 
those from national and provin- 
cial newspapers. From the news- 
papers came a strong expression 
of: “ let’s-hope-the-idea-spreads.” 

One or two couturiers have 
made attempts since the war 
» years to design paper patterns. 
They have also operated for large 
manufacturin rms. But the 
one takes effort on the part of 
the woman who makes up from 
the pattern, and the other has 
failed to achieve the couture look 
to any significant degree. 

It has now been proved, how- 
ever, that this look need not be 
lost simply because one is design- 
ing for greater numbers. 


April 12 
Conference with Mis 
Ricardo who explained the 
principle upon which the col- 

lection of creations would 


April 22 


Invitation letters were sent 
to editors and fashion writers 
on national daily and weekly 
publications. 


April 23 


a feature on Joy 
idea in the issue of May 2, 
with a follow-up on May 9, 
describing the new principle. 

May 5 
Sketches, descriptions of 
models and of the idea behind 
the collection were sent to 
monthly magazines and 
writers on 244 daily and 
weekly newspapers in the 
provinces and greater London. 


May 6 


Press show 
and handled by 


May 31 


Four models included in 
TV fashion show from Royal 
Festival Hall. 


organised 


A section of the new Regent Street, London, BOAC showroom 
interior. The decorative treatment was designed by Beverley Pick 
Associates and a wire map feature was made by Chrysaline Ltd. 
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BIA mailing lists are more 


up-to-date, more accurate, 


and more specific than any 
other. They offer you the 


best coverage at home 


and abroad. And theyre 
thoroughly dependable. 


Write or phone today for BIA’s free Mailway catalogue listing the thousands of home and 
overseas classifications in general use. Lists can be specially prepared to suit a particular sales 
problem. 


Only Mailway shows prices as well as the number of addresses available. Complete details are 
also given so that you can readily learn the costs of a campaign. Write to BIA House, Dept. B, 
Chalton Street, London, N.W.1, or phone EUSton 5262/6. 


: A@ BRITISH & INTERNATIONAL ADDRESSING LIMITED 
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Growing power of poster 
stamps as an ad medium 


Poster stamps represent an important new medium for advertisers 
and their popularity is growing. They can help to sell service as 
well as products. They can also raise money. 


[HE POSTER stamp was 
first used in 1851 to com- 
memorate the International 
Exhibition held in London. 
Since then it has 
through a century of develop- 
ment all over the world. 
Poster stamps have been used 
in one of the many forms to serve 
as propaganda for charities, 
institutions, political and re- 
ligious works, They have been 
widely used by advertisers to 
ublicise their goods and services. 
any large manufacturers have 
employed them as sales aids. 


No longer haphazard) 

The result is that the poster 
stamp has now become organised. 
It is no longer the haphazard 
method of advertising—far from 
it. Each new set which is well 
printed and has a subject of 
educational interest finds a last- 
ing place in the albums of collec- 
tors throughout the world. This 
especially applies to those pro- 
duced in a series form and with 
perforated edges. The advertiser 


Renowned for clear shar 


in this way can acquire a lasting 
advertisement for many years to 
come with a “ readership ” cover- 
ing all age groups. 

In the United Kingdom the 
poster stamp has not yet risen to 
such popularity as it enjoys in 
the United States or on the 
Continent, but now that a club 
has been formed, extra methods 
of distribution have been provided 
and the members’. enthusiasm 
indicates that there is plenty of 
scope to achieve the case history 
successes of some pre-war sets. 

In this country, for example, a 
series of 40 stamps was produced, 

rinted in four colours by the 

alf-tone process, to illustrate 
popular resorts on the South 
Coast. Produced for the Southern 
Railway, these stamps were dis- 
tributed to 200,000 homes for 10 
consecutive weeks (four stamps a 
week) and 200,000 albums were 
given away free. A _ collectors’ 
competes was organised. The 
whole campaign was so successful 
that eight million stamps were 
distributed and a similar scheme 
was organised for the following 


4 


+44 


A display of stamps and albums for advertising purposes: The variety 
of ways in which a stamp can be used fer publicity purposes accounts 
for its popularity especially in the United States and on the Continent. 


year—with all the railways par- 
ticipating. 

In the USA the National 
Wildlife Federation every year 
publish a set of 36 full-colour 
stamps, with an attractive album ; 
aspects of the nation’s wild life 
are shown. In the first year 
approximately 7,812,500 sets were 
printed and sold for one dollar a 
time, either through the post or 
at exhibitions. A_ six-figure 
amount was raised for the federa- 
tion, which is now wholly sup- 
ported by the sale of such stamps. 


It may be recalled that to com- 
memorate the Festival of Britain 
stamps were produced and sold 
in aid of the Greater London 


Fund for the Blind. 


stamps, plus album, cost 2s. 6d. 
The response was very gratifyin 
56,000 sets and albums being so 
during the period of the Festival. 
To publicise their stands, firms 
taking part in exhibitions fre- 
Fagg | use stamps to affix to 
their headed pape 
these exhibition stamps are even 


@ Continued on page 504 


work in line, colour & tone 
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VISIT OUR STAND No. 6 at ihe > National Display Exhibition 


COMMERCIAL ROAD GLOUCESTER Tel 22281-4. 9 BUCKINGHAM STREET WC2 Tel TRA 4277-8 


! NEW HORTICULTURAL HALL SEPT. 20—24 


PRIESTLEYS of GLOUCESTER 


Screen-Printers of International Repute 
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The Listener 


AVERAGE WEEKLY NET SALES FOR THE FIRST SIX MONTHS OF 1954 


141,610 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 


A good product 
gets the right audience in 


The Listener 


All enquiries to: HEAD OF ADVERTISEMENT DEPARTMENT 


B.B.C. PUBLICATIONS, 35 Marylebone High Street, London, W.1. 
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“‘How’s Your 
Order Book?” 


No business can be wnefiosted by the Bangs Bom she cuties, t0 the 
buyers’ market. Nowadays business must secured against growing 
competition. 


Publicity in the form of colourful brochures, price lists, leaflets, window 
bills and sales letters for direct mail advertising is a growing need for 
every business and industry, 


This calls for printing of a high standard which must also be economical 
if selling costs are to be controlled. b and versatility, too, are 
important to exploit every condition the market. The answer is 
obviously Rotaprint, a machine which can print your typewritten sales 
letters and letterheading in one operation, then print the reply-paid 
cards and follow up with a piece of multi-colour sales literature. 


Rotaprint is undoubtedly a business-getting machine, but it will also 
cater for all your office stationery, ruled forms and duplicating, and 
thus spread its overheads over all departments. 


Rotaprint takes up little room, is simple to operate and produces work 
of really first rate quality. It is certainly worthy your further 
investigation from the point of view of economy and convenience. 


As a first step, send in the Enquiry Form below for details of the models 
available, and some typical examples of work, No obligation whatsoever. 
A Technical Representative will call only at your invitation, 


HONEYPOT LANE, LONDON, N.W.9 
Tel : COLindale 8822 (12 lines) 


ENQUIRY FORM 


Please send, without obligation, printed speci 


and full details of Rotaprint. 
NAME 


DEPARTMENT 
Pin this Enquiry Form to your letterheading and post to 


ROTAPRINT LIMITED, Honeypot Lane, London, AW on 


SEPTEMBER 9, 1954 


® THE POSTER STAMP MEDIUM — continued 


produced in series form and with 7 


perforated edges are sold as 
revenue raisers from the stand at 
the exhibition. 


Four colour set 


Among the latest poster stamps 
to be produced is a series from 
Samuel Jones & Co., Ltd. This 
is a set of 15 stamps printed in 
four colours. An album has also 
been issued and comes with some 
of the stamps. The remainder of 
the set are sent to the collector 
u the receipt of a box top. 

is scheme has been very suc- 
cessful with a large response not 
only as to sales but also in re- 
spect of goodwill. 

Poster stamps can, of course, 
sell service as well as they can 
sell products, raise money, etc. 
Such stamps not only help to 
enliven letter headings but can 
also be used to draw attention to 
other lines not dealt with in the 
correspondence. Likewise, — 
can form an effective link wi 


Facts for 
advertisers 


| 

| 

} 

HE poster stamp combines | 
the eye-appeal of the | 
| hoarding with the forcefulness | 
| Of direct mail. It affords a | 
| Valuable medium for con- | 
| sumer education, sales pro- 
| motion and market research 
| 
| 
| 
| 
| 


advertising press, ’ 
direct mail, radio, window 


other forms of publicity (e.g., 
large poster hoardings). 

One scheme can be cited in 
this connection because it is a 
first-rate example of co-operation 
between advertising on the 
hoardings and on poster stamps. 


Christmas time use 


Around Christmas time there 
appears on sites in the London 
area many large posters depicting 
a figure of Christ together with a 
simple Christmas greeting. A 
series of six stamps of these 
religious pictures make up into 
books and 30 stamps are sold 
for 2s. 6d. A total of about three 
million three-coloured stamps are 

roduced and many are sold to 
interested organisations. Large 
sums of money are raised in this 
way. 

There can be no hard and fast 
rules about the production of a 
poster stamp campaign and the 
public may be reached in any of 
the following 


@ The poster stamp may be in- 
serted in periodicals read by 
the specific public to whom 
one wishes to sell. 


@ It may be given away over the 
counter in sheets, packets or 
books with the buying of suit- 
able merchandise, or ex- 


A selection of poster stamps used 
as advertising stickers. Such 
stamps have been used with 


success to publicise 


resorts. 


holiday 


changed for coupons or wrap- 
pers. 

@ It may be distributed in the 
“ pack "—one or more stam 
can be given away with the 

oduct. If produced in series 
orm, the complete set can only 
be obtained by buying the 
oods. Interest can be aroused 
y starting off the collector 
with a portion of the set with 
the remainder to be acquired 
by later purchases. 


@® A stamp may be fixed to 
menus, or supplied in the writ- 
ing rooms of hotels or board- 
ing houses. 


@ They can be provided in stam 
book form, interleaved wit 
pages of advertisements and 
sold through bookstalls, news- 
agents, exhibitions, and fairs. 


In addition stamps can be 
given away as souvenirs in books 
of 24 and made up and distri- 
buted by air lines, steamship 
companies and other transport 
organisations ; affixed to letter 
heads, catalogues, envelopes, in- 
voices, circulars and parcels; 
offered to collectors (in this case 
they should be offered in an 
entire series) or they may be sold 
direct to the public with or with- 
out albums as an educational or 
“ collector" series. 


Carefu' planning needed 

To be effective, however, each 
campaign must be planned and 
studied with a full understanding 
of the specific market and great 
care must also be taken in the 
choice of subject matter, gummed 

, and method of printing. 

¢ enthusiasm of collectors 

should be encouraged because it 

is that which makes every stam 

a lasting advertisement for all 
age groups. 

Poster stamps represent an im- 
portant medium for adver- 
tisers. It is certainly one which 
deserves very careful study. 
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With its guaranteed 1,000,000 sale, 
The Reader’s Digest offers advertisers 


1,006,000 


MAGAZINE of solid interest, edited strictly for 
reading ... you might expect a valuable but limi- 
ted circulation. 
The Reader’s Digest, however, has rapidly built up 
sales to a million. Here’s what this unusual combina- 
tion of penetration and circulation has to offer: 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite 
succeeds in carrying conviction. In the normal struggle for 
hasty attention, it may be forced to shout its message, in 
big headlines, brisk slogans. 

A good shout is a fine thing —it gets its effect. It often 
sends the customer in to buy. But it’s not really the way to 
tell a story convincingly —so that he, or she, will be proof 
against someone else’s louder shout next day. 

In The Reader’s Digest you can speak persuasively and 
convincingly to several million people who make time for 
reading because they like it. By reaching a receptive 
audience of this size and character, you underpin with 
conviction the rest of your mass campaign, and add 
incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 


’ right for the job 


The Reader’s Digest is a well-proven medium for selling 
anything that, to the family or individual, represents an 
important purchase. From a camera to a holiday cruise, 
these purchases are pondered, planned. The advertisements 
are carefully studied — and nowhere more carefully than in 
this magazine edited for reading. 

With its million sale, The Reader’s Digest gives wide 
coverage of the “important purchase” market ; deep pene- 
tration, too, since it is designed for thorough, leisurely 
reading by all the family. For many advertisers in this field, 
it is a campaign in itself. 

3. To all advertisers — an exceptional chance of 
readership among people apt to influence others 
When the articles and stories in a magazine are edited 
entirely for people who can and do read — and love it, as 


a new kind of opportunity 


1950 


1951 


(Oct.) 
the sales show! — isn’t it likely that, in this company, the 


‘advertisements, too, will have the best possible chance of 


being read? 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like 
to keep up with the world. They’re interested in everything 
—the latest in science, in medicine, in many other fields. 
They are receptive to ideas. 

And, as such, they are a little more alert than others. In 
trying and buying new things, they are likely to lead, while 
their friends follow. 


ADVERTISEMENT RATES — OCTOBER 1954 


£ £ 
Full page, black & white - 625 Half-page, 2colour- - 365 
= » 2colour - - 60 Spread, black & white - 1,050 
» » “colour - - 750 »  2colour- - - 1,080 
Half-page, black & white - 350 - 4colour- - - 1,250 


“BUY-LINES” —Alison Grey's sensationally successful editorial- 
style feature. Rate including art and blocks — £175 


Note that a 4-colour page costs only 20°/, above basic black-and-white rate 
—and 2-colour (any 2nd colour you choose) only 47%, above. 10°, extra for 
bleed, on half or full pages. All rates are for a guaranteed 1,000,000 average 
monthly net paid sale. 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, | ALBEMARLE STREET, LONDON, W.!. TELEPHONE: GROSVENOR 4738 
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. Public Relations 


First ‘drive-in’ shaving 
service for motorists 


ECENTLY APPOINTED 

to handle public relations 
for the Electric Shaver Divi- 
sion of Remington Rand Ltd., 
John Hurd and Co.,, the 
London public relations com- 
pany, had considerable success 
with one of their first oper- 
ations, 

It concerned the installation of 
a Remington 60 electric shaver in 
a garage in Wales and resulted in 
extensive press coverage, particu- 
larly in the provinces. 

The shaver was installed at St. 
Mellons Garage, Cardiff, which 
received considerable publicity as 
being the first garage in Britain 
to offer a drive-in shaver service, 
The shaver is being offered to all 
passing motorists. 

In addition to editorial stories 
many mewspapers also ran 
pictures, 

> ” + 
SUGGESTION box often 
plays an important part in 

works relations, Molly Smith who 
— two nuts in the gear box 
of a 10-ton truck can get a kick 
out of making a_ worthwhile 
suggestion in order to improve 


production even if the purpose is 
merely to get six inches sawn off 
the stool upon which she sits for 
eight hours a day. 

Wallace V. Smedley, chairman 
of the National Canning Group 
of companies, is a firm believer 
in the suggestion box idea—and 
he has now taken the system a 
stage further. 

Every year his company 
employs some 500 students during 
their annual holidays. They work 
at the canneries alongside the 
permanent staff. Many of them 
from universities will form the 
cream of top executives in indus- 
try in the future—and many 
already have some very sound 
ideas on increasing production. 

Now Mr. Smedley is offering 
them £100 in cash prizes for the 
best suggestions on improved 
production techniques. 

* * * 


XHIBITIONS PLAY an 

important part in the public 
relations activities of Josiah 
Wedgwood and Sons Ltd. In the 
next two months some five stores 
throughout the country will stage 
demonstrations of Wedgwood 


Showrooms: 9 South Molton Street 


pottery. Demonstrations of the 
techniques of hand painting and 
enamelling Wedgwood products 
are also given. Two West End 
stores—Marshal!l and Snelgrove 
and Robinson Cleaver—are fea- 
turing such demonstrations this 
week, ‘ 

In addition Wedgwood quite 
often tie up with career days in 
schools when the younger gener- 
ation can learn a lot about 
Wedgwood. 

But it is not only the com- 
pany themselves who stage these 
affairs. London County Council 
are at present staging an exhibi- 
tion of early Wedgwood pieces 
at their Kenwood House at 
Hampstead. It has had some 
100,000 visitors and closes at the 
end of this month. 


* * * 

NOTABLE rendezvous for 

newspaper men who 
specialise in the entertainment 
world will shortly be a flat in 
Endell Street, Covent Garden. 
Philip Ridgeway, who handles 
publicity for many of the top 
entertainment stars of to-day, has 
just moved his offices there from 
Monmouth Street. 

In his flat above he will shortly 
be installing a bar in a room 
which will be ideal for press 
parties. Photographers will be 
able to use it for publicity “stills” 
—and, seeing that it is his own 
bar, he should have no trouble 
in placing commercial products 
as background to the pictures. 

Mr. Ridgeway numbers among 


REMINGTON (5() my 


A motorist pulls in for a shave. 
This picture appeared in several 
national and provincial news- 
papers. Editorial stories also pub- 
licised this piece of promotion. 


his clients Richard Greene, Jean 
Kent, Jean Carson, Tessie 
O'Shea, David Hughes, Sally 
Ann Howes and Joe Loss. He 
also handles publicity for “ The 
Mouse Trap” which is at present 
London's longest theatrical run. 
* + * 
POPULAR venue for press 
parties these days is the 
nthouse suite at the Dorchester 
otel. One of the most recent 
functions there was organised 
by Public Relations Associates 
Ltd. to introduce editors of 
women’s magazines to Paris 
director Monsieur Jean Prodhon 
and the distributors of Parfums 
Carven in this country. 


The photo shows onlookers 
watching a Rolls Razor ‘Flying 
Saucer’ display in Regent Street. 


These ingenious moving displays consist of two rings which revolve 
in the air without any apparent means of support! You have only 
to place your product or display in the centre of the rings and— 
hey presto ! it is the focal point of everybody’s attention. 

It is simple, clever and inexpersive. Why not ask us about it—today? 


ACME FLYING SAUCERS (magic circles) can only be purchased from Acme 


or their accredited agents. 


London WI 


Ask to see new development——it can be attached to existing units 
British Patent application No. 20003/53. 


AGME SHOWCARD & SIGN CO. LTD. 


Telephone: GROsvenor 7458 
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OF BRITISH Engineering Equipment 
EXPORTS GO TO THE COMMONWEALTH 
_.BRITAIN’S BEST CUSTOMER 


This Commonwealth demand is backed by Commonwealth goodwill ; 
in at least fifty territories there is a genuine desire to place contracts and 
orders with British firms. 

These markets must be kept fully informed of what British industry has to 
offer otherwise their goodwill will remain an amiable abstraction. 

By advertising in the Commonwealth's own fortnightly review—known and 
trusted by business men and officials in every one of these territories—you 
can be sure of keeping all important Commonwealth buyers in touch with 
your clients and their products. 

Here is your most logical, efficient and economic approach to what is otherwise 
a formidable problem. 


Published Fortnightly 


NEW COMMONWEALTH - 33 TOTHILL ST - WESTMINSTER - LONDON - S.W.1 ~ Phone: WzHitehall 9233 (12 Jines) 
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We never miss 


© Our mailing shots always reach their target. 
No ** Hit and Miss’ if you use U.D.M.S. 


UNIVERSAL DIRECT MAIL SERVICES LIMITED 


80-82 Cromer Street, Gray's Inn Road, London, W.C.! 


Enquiries invited—Phone Terminus 528! 
(Private Branch Exchange) 
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UNIVERSAL DIRECT MAIL SERVICES LIMITED. 
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A British ad man’s view 


of French posters 


Among the many British advertising men who toured the Continent 
this summer-time was DON A. TIBBENHAM, managing director 
of Tibbenham Publicity Ltd. Mr. Tibbenham kept his eyes wide 


LTHOUGH France has 

produced many artists 
down the centuries, the French 
do not lead in the field of 
advertising. Yet their coloured 
| advertising signs leap out at 

you from the hoardings and 
| gable ends. 

The variety of designs and the 
orderliness of display that we in 
Britain are used to is completely 
lacking. Consequently, their 
designs may appear to be more 
exciting than ours. I believe, in 
fact, that their designs are more 
exciting. There is a _ greater 
novelty about the French poster, 
a more vivid use of colour, a 
natural flow of humour, and a 
great use of caricature. 


Simplicity of design 

On a recent tour of France I 
photographed a few of the 
| posters which particularly im- 
pressed me. The reproductions 
suffer badly because of the lack 
of colour but the simplicity of 
oun 4 is immediately apparent. 

“Huile Lesieur’s” poster 
intrigued me for although the 
technique was American the 
pouring oil was a touch of French 
genius. The oil pours from the 
bottle and appears to be flowing 
onto the pavement. 

This simple but effective eye- 
catcher was obtained by pres 
a large area of dark backgroun 
and extending the pale coloured 
oil right down to the bottom edge, 
| and pushing it forward by a 
| shadow over the girl’s shoulder. 

The “Shell with LC.A.” item 
hit the Briton wherever he went. 
The campaign in the United 
Kingdom had hit hard, and in 
| France came a second attack in 
| a different language. One could 


@ Continued on page 510 


Although the tech- 
nique of this poster 


is American the 
French touch 
comes in and 


causes the stream 
of oil to seem to 
pour out of the 
picture and on to 
the pavement. 


open and this article records his impressions of French posters 


LA GRANDE MARQUE DE Fp, 


VACHE Qui RI ) 


u CELEGRE CREATION OS Fromagen't 


This poster of a laughing cow 
impressed above all the others. 
A very brilliant red was used on 
the face of the animal and wher- 
ever one went this poster seemed 
to be present. Colour is used 
vividly in French posters along 
with a natural flow of humour. 


Simplicity and fun characterise 
this poster which employs the 
lady's arm as a clothes line. The 
product is in the hand. 
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> Fancy calling the “Evening Times” a man’s paper ! 


+ + » responded to the 
Stork Margarine Cook- 
ery Service’s offer of 
their book ‘“‘ The Art 
of Home Cooking,” 
‘through an “‘ Evening 


Times ’’ coupon. 


1.1.P.A. National Readership Survey disclosed that 52% of 
“* Evening Times ”’ readers were women and 39°/o were housewives. 


ES 


THE SCOTTISH HOUSEWIVES’ EVENING PAPER 


65 BUCHANAN STREET, GLASGOW - 


* 


56 FLEET STREET, LONDON 
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* BETTER 


* BRIGHTER 
* BIGGER 


ke We are going UP in November 
to an enlarged format giving an 
increase of 88% in type area — but 
advertising rates will only increase 
by 30%. Overall measurements will 
be 11} "in. x 84 in., type area will 
measure 10 in. x 7 ‘in. 


¥ More elbow room means greater scope for 
modern presentation . . . and in trade journalism 
today it is eye ps game which builds readership. 
Yes, we are on the way UP—in readership, too. 


* UP goes our news and equipment coverage — which will 
make the * Trader’ a better advertising medium than ever. Let 
our plan for a bigger future tie in with yours. 


The ONLY trade journal which 
covers the ENTIRE field. 


Published by FORBES PUBLICATIONS LTD., 
165 Kensington High Street, London, W.8. Wes. 9856/7/8 
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The conception of 
| the beverage being 
so pleasant’ to 
drink that one can- 
not get enough of 
it is well expressed 
with simplicity and 
fun in this poster. 


not resist trying Shell again. 
and again. 

| Another poster which exerted a 
| powerful attraction, and for some 
reason, impressed me above all 
others was the laughing cow. 

I believe this was due to the 
brilliant red used on the face of 
the cow. Wherever cne went this 
face came up and laughed, and 
the laugh was almost audible. 
That red face attracted and im- 


pressed because it was so un- 
natural. Here in England the 
average client would have said 

“oh, no, I’ve never seen a 
bright red cow!" Pe 

Indeed, the French artist has 
more freedom. 

Simplicit and fun are depicted 
in “SOLI- laine,” and “Gévéor” 
and the simple technique which 
was for years used by that famous 
artist Tom Purvis made the 
Hutchinson poster in which flat 
colours played so vital a part. 


| Pe rAigh 


HnuTCc 


Left: This “Shell with ICA” advertisement hit the Briton wherever 
he went. One could not resist trying the product again... and again. 
Right: A simple technique using 
this an impressive poster. 


lat colours very effectively made 


A PVERTISING men by 
reason of their calling 
| are often required to move 
| about in foreign parts. What 
| with frontiers, customs and 
curtains of one sort or another 
| this can sometimes be an 
| exasperating business. 
| Two books have been pub- 
lished* which help considerably 
| to reduce (he annoyance and ex- 
pand the pleasure. The Traveller's 
| Pocket Book is a marvel of com- 
pression. Within 160 pages (in- 
| cluding the index) here are listed 
| places to see, things to eat, mean- 
| ings of foreign menus and official 
(and other) notices, along with 
| tables showing measures of 
| weight, length, petrol quantities, 
*The Traveller's Pocket Book, edited 
| by Carlton Wallace, 5s.; The Traveller's 


‘ear, by Elizabeth Nicholas, 12s. 6d. 
Both are published by Evans 


How to travel without tears 


temperatures and so on. There 
is a wealth of data concerning 
routes, maps and costs. There is 
even a list of foreign words in a 
number of languages—including 
Serbo-Croat. 

The other book, The Traveller's 
Year, is claimed by the publishers 
to be unique in travel literature— 
and it is not hard to believe it. 
Divided into sections, one for 
each mont'a of the year, it details 
the advantages and amenities 
offered by various places which 
are “at their best during the 
month concerned.” There are 
sections dealing with luggage 
regulations, tipping and transport 
in Paris, working a way, while a 
feature, “The year in Europe,” 
offers a complete guide to Euro- 
pean countries as holiday resorts 
throughout the year. 

This book is very well illus- 
trated. 
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taking it to the farmers... 


You'd enjoy yourself making contact with 
all the farmers in the thriving agricultural 
areas of the North of England, North Wales, 
Scotland and Ireland... farmers are interesting 
people to talk to... but it would take 
a long, long time. 
You'll find however that they absorb your 
sales message quite quickly if you put it before 
them by means of posters on David Allen Sites, 
skilfully placed to command maximum readership. 
The farming community is not the least 
of the many important markets covered by 
the David Alien service.. 


Spread your message 

throughout 

Scotlaad, North East and 

North West England, 

North Wales, Northern 

Ireland and Lire 

by means of David Allen 
- Poster Sites. 


DAVID ALLENS 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London S.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow; Edinburgh, Newcastle upon Tyme, Liverpool, Belfast, Dubliv. - 
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Publishers of Good Housekeeping, 


Harper's Bazaar, Vanity Fair, House Beautiful 


The Cennolaseur. 
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dated March, makes her bow on February 7th next, aah ae 
 -~print omer will be for 300,000 copies. 
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will be a topselass advertising medium at {265 per page in black and 
white, £31§ in full colour, and will sell everything that young women 
in all income groups nced, long for, are dctermined to have—for 
themselves, their families, their homes. 
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How to organise a 
works exhibition 


By J. H. MILLER-WHEELER 


Ts increasing use by in- 
dustry of exhibition tech- 
niques in the field of works 
relations is the measure of its 
value, and in a field hitherto 
the preserve of the works 
magazine and the poster the 
works exhibition has estab- 
lished its place. Unlike most 
types of exhibition the works 
variety presents a number of 
basic differences, both in re- 
gard to object, conception, pre- 
sentation and organisation, and 
the organiser or potential or- 
ganiser must be prepared to 
adopt a modus operandi not 
called for in the normal run 
of exhibition work. 

The object of most works 
exhibitions is to tell a story to 
the employees, by so doing 
arouse their interest in the sub- 
ject and consequently in their 
work, and in general to create 
goodwill between company and 
employees. 

The subject may be to tell of 
the growth and development of 


MONDAY 
SEPTEMBER 20 
TO FRIDAY 24 
(10 a.m.—6 p.m.) 


the company, thus giving the 


employees the opportunity of 
learning something of the history 
and traditions of the firm. It 
may be, on the other hand, to 
show employees what happens to 
their work after it leaves their 
hands. 

_ Whatever the subject may be it 
is invariably of a domestic 
character and thus closely iden- 
tified with the interests of the 
viewer in a Way quite unknown 
in the general exhibition world. 
The atmosphere will be much 
more intimate and the viewers 
rather more critical, especially 
the skilled tradesmen, and if the 
construction work has been con- 
tracted out, most certainly staff 
carpenters, painters and elec- 
tricians will appraise with critical 
eye and vocal comment. This 
intimate atmosphere will be 
heightened by the attendance of 
employees’ families to whom in- 
vitations are usually extended. 


The type and style of exhib- 
ition is naturally governed by 
the subject and the number of 
potential viewers. It may be 
quite a small exhibition of the 
type popularised by the Council 
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of Industrial Design, or it may 
be on a grand scale with a wide 
range of exhibits. 

Whatever type or style is 
called for it must be done well 
and have a first-class appear- 
ance; nothing is more harmful 
than a badly designed, cheaply 
improvised works exhibition. 
Right from the start the per- 

son responsible for organising 
the exhibition (and it should be 
one person only, and at that a 
senior executive) must recognise 
these factors and plan accord- 
ingly. 


Subject and scope 


The decision having been taken 
to organise an exhibition, and 
the subject and sco agreed 
upon, the first consideration is 
the cost. There are two methods 
of working, one in which a 
stated sum is voted and the 

oject organised within this 
imit, and the other in which it 
is decided that a certain presen- 
tation and standard must be 
achieved and the money voted 
on submitted designs and 
quotations. 

The former is the more diffi- 
cult, particularly if the budget is 
limited, and will require very 
careful planning and costing; at 

t it is a matter of cutting the 
coat to suit the cloth and does 
not always produce the results 
desired. 

It is practically impossible to 
estimate the total cost in the 
early stages, and attempts to do 


so should be resisted. Costs can 
only be worked out on a known 
ae. and until a design or 

are produced this is not 
possible. 


Preliminary survey 


The principle of costs having 
been determined, a preliminary 
survey should be made, starting 
with the lace where the 
exhibition will be housed. This 
will vary with the type of 
exhibition envisaged and the 
availability of suitable accom- 
modation in the firm’s premises. 

Where a showroom exists, that 
is the obvious place, but as many 
firms do not have showrooms at 
their works, the exhibition may 
have to be staged in a recreation 
building or any one of a variety 
of sections, or in premises out- 
side the works hired for the 
show. 

In selecting the venue such 
important matters as numbers to 
be accommodated, flow of traffic, 
approach routes, exits and toilet 
facilities must be the determining 
factors. It is advisable to call 
in the police and fire brigade 
chief for consultation before a 
final decision is taken; this will 
save endless trouble at later 
Stages. 

The venue having been deter- 
mined to satisfaction, a complete 
list of requirements should be 
drawn up, including exhibits, and 
a general brief of what is re- 
quired in the way of presentation 


@ Continued on page 516 


equipment. 


The NATIONAL 
DUSPLAY ace IPLON 


Royal Horticultural Society's New Hall, Westminster, .W.1 


Sat and Advertising Managers, Print Buyers and Display 
Managers make a date now to visit the greatest ever Exhibition of 


multiple display production, screen process printing and store display 


The Exhibition will be opened by Sir Richard Burbidge, Bart., c.B.£., 


Chairman of Harrods, Ltd., at 11.30 a.m. on Monday, September 20. 


ADMISSION BY CATALOGUE 


Available at the entrance tc the Exhibition. Price 2/6d. 


Sponsored by the Magazine Display, published at 16, West Central Street, London, W.C.1 
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Selling to the Key Men 


IN INDUSTRY, COMMERCE and FINANCE 


A Readership Survey” completed in 
July 1954 gives these important facts : 


% 71% of INVESTORS’ CHRONICLE readers are company directors 
and executives in Commerce, Industry and Finance. 


% 81% of readers have shares in many companies, 34°, of them in 
from 6 to 20 companies, 37°%, in more than 20. 


%& 80%, of readers rely on the INVESTORS’ CHRONICLE as a guide 
to their investment dealings. The survey also states “A high proportion 


of readers looked to the paper for general economic and industrial 
information.” 


* 67% of readers have taken the INVESTORS’ CHRONICLE for 6 
years and upwards. 


THE INVESTORS’ CHRONICLE thus takes your advertisements 
direct to the men who matter. 


It has an A.B.C. Certified Net Sale (Jan./July 1954) 
of 19,506 copies weekly, 


The Investors’ CHRONICLE is the only financial weekly offering you 
an A.B.C. certified net sale figure. At £60 a page, surely the most 
economical way of bringing a wide variety of goods and services to the 
attention of men of substance and influence. 


* Conducted by Research Services Lid. in London and S.B. England. 


Space Buyers and Advertisers are invited to write or ‘phone George 
Bullock, the Advertisement Director, for full information. 


INVESTORS’ CHRONICLE 


The Investment Weekly with the largest circulation and the longest record of sound opinion. 


GROCERS’ HALL COURT, LONDON E.C.2 - MONARCH 6833 
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The Industrial Barometer 


in Southern England 


is 
set 


for Advertising Campaigns 


“ With some exceptions in the furniture, clothing and 
leather tanning trades, industry is being maintained 
at full stretch, and in some instances night shifts are 
in operation to supplement normal production. A 
wide variety of firms report increased business in 
Commonwealth markets. There is a doubling of 
unfilled employment vacancies in the motor industry 
and higher demands for labour in the aireraft industry.” 


Southern Regional Board for Industry 
July 1954. 


““* Evening News 


oe PORTSMOUTH me 


Hampshire Telegraph & Post 


and 


Chichester Observer Series 


LONDON OFFICE: 85 FLEET ST., E.CA 


Telephone : CENtral 2845 


THE NORTHERN WHI 


143 FLE 


LON 
PHONE: C 


AND BELFAST POST 


Rotes ond Detai/s from | 
TSTREET | EAD OF 


ONEC.4 BRIDGE S' 
NTRAL 9179 || PHONE: BELFA 
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® ORGANISING A WORKS EXHIBITION 


md 


prepared. It is advisable at this 
stage to make certain that the re- 
quired exhibits will be available 
when required. This will call for 
talks with departmental managers 
and the production people, and 
will inevitably call for the exer- 
cise of tact, diplomacy and plain 
wheedling. 


The date of the exhibition 
should now be fixed, and unless 
it is to be very small — 
from three to six months shoul 
be allowed from conception to 
opening day. With the prelim- 
inary survey completed the next 
step is that of —— the 
exhibition, and arranging for its 
construction. One of several 
methods may be adopted, depend- 
ing on the type of exhibition and 
the resources of the firm. 


Commission of designers 


Where a company has an 
exhibition department it will 
obviously be designed there and 
built either by company trades- 
men or an outside contractor. 
Where no exhibition designers 
are employed, an independent 
designer may commissioned 
and the construction work under- 
taken by company tradesmen or 
contracted out. On the other 
hand an exhibition contractor 
may be called in to undertake 
the entire project, including 
design. 

Much depends on the size and 
nature of the exhibition, and 
unless a firm has really first-class 
resources in personnel it is ad- 
visable to call in exhibition and 
display specialists, These have 
the latest techniques available, 
the materials and the tradesmen 
skilled in this type of work, and 
the added advantage of working 
as a team. 

Whichever method is adopted 
the designer and/or contractor 
should be invited to survey the 
location and discuss the brief. 
The designer or contractor will 
then prepare a scheme complete 
with visuals and also a pro- 
visional estimate of the cost, but 
as this will be a very rough 
estimate it is advisable to add 
anything up to 50 per cent in 
order to get an idea of the final 
figure. 

At this stage everyone at top 
level with a say in the project 
should be called together to con- 
Sider the designs and schemes 
submitted. Inevitably there will 
be modifications and alterations, 
and it will be a trying time for 
the organiser. Yet every effort 
must be made to obtain the 
approval of all concerned before 
any contract is placed or work 
begun. 


Nothing pushes up costs 
more than alterations after 
work has been done, and it is 
well worth while having first- 
class finished colour visuals so 
that there can be no justifica- 
tion for senior executives 
wanting to make alterations at 
@ later stage because they did 


not know how this and that 

would look. 

Once everything concerning 
design and structural details has 
been agreed (and this will take 
several conferences and consulta- 
tions with directors, designers 
and contractors) the contractor 
will be in a ition to submit 
a working schedule and a firm 
quotation. 

The order for the work will be 

aced on this quotation and it 

advisable to make clear in 
writing that no extras or supple- 
mentary invoices will be accepted 
unless covered by an appropriate 
supplementary order. This is very 
important on the one hand in 
preventing the contractor from 
making alterations on the whim 
of a director with a bright idea 
who happens to look in on the 
work one day, and on the other 
hand making the directors think 
twice before ordering modifica- 
tions after work has commenced. 

A working time-table, covering 
every aspect of the exhibition, 
should at this stage be drawn up 
and adhered to throughout. 
Dates should be fixed in consul- 
tation with the contractor and 
company executives concerned 
with the various aspects from 
exhibits to invitations. 


Many other matters 


From this time until the 
opening day the organiser will 
be on the job almost exclusively, 
for in addition to dealing with 
construction he must at this 
point turn his attention to many 
other matters, 

@ The design and production 
of the souvenir brochure 
and any other print 
required, 

A system of rota visiting 
with dated tickets where 
there are a large number 
of a oe are 
Attendants to be found and 
briefed and provision made 
for any special clothing 
which may be required. 
© A duty rota worked out. 

Likewise there are the arrange 
ments for the provision of re- 
freshments to be made either with 
the works canteen or an outside 
caterer; plans for the opening 
day to be made, including such 
matters as the personality =. 
ing the exhibition; which V.LP.s 
to invite; and the provision of 
an official lunch. 

Public relations work will also 
call for attention, and arrange- 
ments for the press must be put in 
hand. Attention must also be 
given to security measures, fire 
and first aid facilities, parking 
accommodation, directional signs, 
traffic control. 

Where the exhibition is to 
remain open for some time it is 
advisable to appoint a junior 
executive to act as exhibition 
manager to attend to the day-to- 
day running of the show and the 
arrangements which~ have been 
made with the contractor for 
maintenance and servicing. 
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Stuarts do good advertising — 


are responsible for many lively, 
successful campaigns 
Come and see how we work 


Telephone Mayfair 9255 and ask for 


the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON W1 
Among our clients: 


ARMY 4 NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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Trade and Technical Press Viewpoint F 


Mixed reception for Census 


of Distribution report 


By SCRUTINEER 


HE publication of the 
second volume of the 
Board of Trade’s 1950 Census 
of Distribution report has 
been providing the trade jour- 
nals with plenty of facts for 
statistical articles—and com- 
ment, 

For the first time ever, this 
part of the report presents a 
comprehensive picture of indi- 
vidual retail and service trades, 
including details about persons 
engaged; wages and salaries; 
sales, distinguishing sales of 
goods, sales of meals and refresh- 
ments and receipts from services ; 
purchases ; stocks at the begin- 
ning and end of the year; sales 
of goods analysed by commodity 
group; sales of goods to other 
traders ; types of businesses offer- 
ing hire purchase or credit instal- 
ment facilities ; stocks and rate of 
stock-turn ; gross margins and the 
proportion of gross margin taken 
up by wages and salaries. 


Not wholly reliable 


Distinction is also made 
between the types of establish- 
ments and methods of selling, 
viz., fixed shops, market stalls, 
street trading and house-to-house 
selling. 

In passing the information on 
to their readers, however, several 
editors have deemed it wise to 
point out that too much reliance 
should not be placed on the 
accuracy of the figures, although 
the over-all pattern may 
correct. For example, this is 
what the editor of Fruit Trades 
Journal had to say: 


“Although such figures ought 
to be taken with pinches of salt, 
the facts about our fruit shops 
prove quite conclusively that 
the industry is dominated by the 
small man, with a _ propor- 
tionately small turnover. Unfor- 
tunately, since this is the first 
distribution census ever taken, it 
is not possible to prove how far 
the average size of a _ shop, 
udged by turnover or labour 
orce, is increasing, or to what 
extent the chain stores are taking 
over the sale of produce nor- 
mally confined to fruit and 
vegetables. 

“However, there is no doubt 
that, _ — merely one 
exam the co-ops are expand- 
ing thelr fruit and vegetable 


businesses very considerably, 
while the number of big units 
in the fruit trade show no signs 
of diminishing. This is the era 
of the large-scale retail unit. 
Many believe that eventually 
there will be no place in our 
economy for the small trader, but 
if this is true, it is certainly so 
distant a prospect as to cause 
little alarm,” 


Very difficult task 


After praising the compilers for 
their handling of the complicated 
returns provided by more than 
684,000 retail establishments, 
The Ironmonger asserts: 

“To produce sets of averages 
in figures that will present a true 
picture of trades so intricate in 
structure as ironmongery, hard- 
ware and building materials is a 
task of enormous difficulty. 
Statistics can always be mislead- 
ing and in this case the risk is 
great. For example, we observe 
that the electrical products group 
includes radio and television. But 
this grouping appears to ignore 
the fact that in addition to the 
hundreds of shops which specia- 
lise in either radio and electrical 
products or both, numbers of 
ironmongers specialise in neither, 
but have flourishing electrical 
departments doing a substantial 
trade in domestic appliances and 
accessories. This alone indicates 
the kind of dissection which 


The “Sidroy girl” 
has become a firm 
favourite with 
many readers of 
the “Drapers’ 
Record.” In_ this 


magician's theme, “a 

even the _ rabbit 

conforms to ' 4 
fashion. vw 


Statistics of certain trades would 
require.” 


* * * 
WO trade journals are now 
running articles about 


current advertising, and both are 
in the form of a service to 
readers, This is surely a sign 
of the increasing competition 
which is developing for the con- 
sumer’s spending money—and 
also an_ indication that the 
journals are keenly alive to the 
needs of the readership. 

The Soft Drinks Trade Journal 
runs the articles under the 
monthly heading, “Looking at 
Advertisements,” and the con- 
tributor (who signs himself—or 
herself — as “Onlooker”) is 
described as a “well-known 
Fleet Street advertising per- 


Many visitors to the Radio Show watched a revolving display which 
illustrated some of the services which are provided by “Wireless 
World” for its readers. 


sonality.” The editor of the 
SDTJ carries a box in every 
article, drawing attention to the 
fact that comment will be made 
regularly on the current adver- 
tising on soft drinks—press 
advertisements, posters, point of 
sale material, films and “all the 
many forms of advertising fall 
within the scope of this series. 
Readers are cordially invited to 
send the editor either samples or 
photographs of their current 
advertising material.” 


Service for readers 


The other journal to inaugu- 
rate such a series of articles is 
Confectionery Production. Open- 
ing the series in August, the 
editor declared : “Here is a new 
series and service for readers. .. . 
Watching Advertisements will 
deal with the many forms of 
publicity . . . necessary for in- 
creased selling of chocolate and 
sugar confectionery lines... . 
This journal has engaged 
services of an expert on advertis- 
ing matters. His task is to con- 
sider all aspects of publicity with 
a definite term of reference that 
his analyses, appraisements or 
criticisms should prove helpful to 
small manufacturers — those 
whose publicity is not handled b 
specialists. . . . This service will 
operate in the same manner as 
that devoted to Readers’ 
Problems, the main aim being to 
provide all possible assistance 
and guidance.” 

The August issue of the 
SDTJ, incidentally, carried the 
text of a talk given by Jean 
Allary, an expert on French 


beverage affairs, on a trial collec- 
tive advertising campaign for 
lemonade in France. 

By coincidence an attack on 
confectionery advertising which 


@ Continued on page 520 


¥; oh. AN CN nN 
w ' Pe = SerremBer 9, 1954 
AS | 
738 " f ey j 
-. 4 
: 57 ¢ 
. ee w. % —— A 
* Ais % . 
; a \y mN nye 
: | ro : 4 , Sen\ 
oe eg | by 
| ae | \ | 
po? aS on ae : 
i. But undorneath ft all... d 
" eae | 
Fi en 
By 
ras x — - 
Wips- 2 eal y oe Or a ae as J ae . y BB, 
ou a err : 7 “ee, “i 
a Tee tse 
pS “ bs $ . yi . bs ee me = 
Ko #, i, > < . + 7. a 
ca Ce ee ee 
aN ee ak ° » gee . i ie 
oh, we « .) ‘ ? 7 _ 4 oO ae 
¥ a a eer Toe 
; : 
ae es | a 7 : 2 a i le 
Bt > an te CO BR, ae ie mae am 4 S|: oe 


Alm : Wwe 


a 
o so g 
ri a 
4 


| ||aseHe | 


., (ae = oes § : fale.) rn rn 2 Eines ii ao ome g 
al sai a — as P ’ ; ; 4 
Sureunenen. 2,000 19 ADVERTISER'S WEEKLY i 
— , a a P 
! 4 4 | : 4 a 1 4. 3 . il * , : . 
7) : fe P a 
a 
most powerfl modu CO a 
. |] sg ; . 
¢ ne 
ent. 
4 é 4 < ” : } aa ss " ; 
"a oe @ 4 | i. 
| , Ihe Merk 27 195, & | . . 
| ECORH . 
. ee 
gam, ] cl; | 
| zo ~* é ( Agha 
” —S\s> a 
la ~a A ™ Pausttep i” 
: " ' : ‘ te a 
: ‘ . LY td F R 4 . 
i ag ’ 3 7 i A i 
" ie J & ' i. 
— v} id 
f : | 
Fy ’ . « | if 
rae \ 7 f i: 
; j é 4 
Ba 
Bik ae 
so a 
3 - ae i » as 
iggitiin.. mee. [es ms ag | 2 
TT : | , 
s -% a 
Be 
1 ba a 
ea Bi ‘ iis L . ee + ‘ a * M 


ADVERTISER'S WEEKLY 


advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION Ltd. 
to the notice of lead- 
ing producers and 
packers of food 


Gone Mens 


(ADVERTISING) LTD. 
use & recommend— 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


9 EDEN ST + LONDON + N.W.1 
EUSten 5911 
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* TRADE AND TECHNICAL PRESS—continued 


makes eyes water but not 
mouths, was made by “Tough 
Customer,” a regular contribu- 
tor, in the August Confectionery 
Shop. He declared: “The manu- 
facturers are spending money. 
Oodles of it, scads of it—enough 
to buy up your shop, my shop 
and nearly half the town. And 
what is the reason for this frenzy 


“Mind you, we are contributing 
something, too. Most highly 
advertised goods are price 
scheduled in Group A. This 
category gives the manufacturer 
the highest margin—and, he 
claims, he’s earned it. He's bust 
the back of the sales problem. 
Has he? I've been looking 
through a file of recent press ads. 
Some are good, some are 
— and some are just plain 
awful. 


Object of advertising 


“The object of advertising is to 
trigger-off a desire. It isn't 
enough to stick a picture of a 
rather dull pack next to a slogan. 
It isn’t enough to indulge in 
mimsey pimsey nonsense which 
may possibly produce a shy little 
tear. The object of confectionery 
advertising is to make mouths 
water—not eyes. I want to sce 
confectionery publicity which is 
going to make the public spend 
more. Publicity which is going 
to entice a reluctant half-crown 
from its pocket — and then 
another. A few of the biggest 
Big Boys are doing it, but what 
about the rest? The object of 
advertising, my revered sugar- 
spinners, is to sell.” 


CALL to clothing makers to 

design their products to 
meet the weather, brought forth 
some trenchant comments from 
Miss Alice M. Guppy, editor of 
Junior Age. “1 do not think we 
are generally an optimistic nation,” 
she writes. “Cheerful, certainly, 
in the face of disaster but brim- 
ful of optimism ? No, I do not 
think that is the case. Why then 
do we go on gearing the whole 
of our clothing manufacturing 
output and the entire distributing 
channels in the happy confident 
belief that we shall have warm 
weather in summer and cold 
weather in the winter? Surel 
by now we should realise that it 
is extremely unlikely that we 
shall have either at the appointed 
time... . 

“We are just not facing the fact 
that the fundamental clothing 
requirement of the British people 
is to keep warm—and to keep 
warm all the year round... . 


“It is depressing to acknow- 
ledge the stark truth that our 
summer weather is terrible, but it 
is better to face it, and start 


offering the public what it really 
wants—lightweight wool dresses, 
novelty cardigans to wear with 
blouses or light dresses, and a 
ood range of pastel topcoats. 

ere should be a big oppor- 
tunity for the latter because it is 
almost impossible to get through 
our summer without one. Yet 
this is a side of the children’s 
trade which is sadly neglected, 
the lead having been conceded to 
the school blazer. If the sun 
shines, then the cottons and play 
wear will sell, for then the 
public’s spirits soar with the ther- 
mometer and the unaccustomed 
heat will force them to buy some- 
thing cool.” 

Top marks for your courage, 
Miss Guppy! The trade may 
not like it, but now you've said 
it, maybe the makers will act for 
their own good, 


* * * 


HE leader in the August issue 

of the Paper Box and Bag 
Maker was given over to a con- 
sideration of paper and board 
supplies. “There is no doubt,” 
declares the article, “that 
and paperboard is not available 
in sufficient quantity for the 
growing needs of the packaging 
indusyy. What is more, there 
is little hope of it being so while 
the Government control over the 
amount of currency which home 
board mills can use for the im- 
portation of pulp and which 
converters can spend on pur- 
chases of paper and paperboard 
from countries overseas.” The 
serious character of the situation 
is indicated by another article in 
the August issue of the PB & BM. 
Listing the names of exhibitors 
at the forthcoming Packaging 
Exhibition (January 19-28, 1955) 
it is pointed out that all the space 
has been allocated and close on 
200 firms and official organisa- 
tions will be present. 


* * * 


S from this month the name 

of the 73-year-old Journal 
of Decorative Art and British 
Decorator has been changed to 
Painting and Decorating. Of the 
old name the journal says: “It 
was a long name, as names tended 
to be in Victorian times, and it 
was not quite innocent of preten- 
sion, which was very much a 
Victorian weakness.” 


Commonsense dictate 


And of the new style: “We 
believe that it will be generally 
recognised that the change is a 
wise one, dictated by common- 
sense and a desire for accuracy 
of description, and that those 
considerations should outweigh 
the sentiment which inevitably 
attaches to the old name. It is 
not necessary’ to say that no 
change of policy or of scope is 
implied. The Journal will con- 
tinue as the honest-to-goodness 
painters’ and decorators’ paper 
it has always been.” 


SerremBer 9, 1954 


CCORDING to Men's Wear, 

there appears to be a 
tendency for those who advocate 
a public relations officer for the 
men’s wear trade to misinterpret 
the functions of such an official. 
“Some connect editorial pub- 
licity with advertising,” wrote the 
editor in a recent issue. “In fact, 
even in a trade journal, reference 
has been made to a negligible 
amount of editorial publicity 
given in consumer newspapers to 
men’s clothes, in relation to the 
amount of space taken in adver- 
tising. 

“To relate editorial publicity 
to advertising is unfair and un- 
wise. Traders buy space because 
they know it pays to advertise, 
irrespective of editorial mention. 
Very often, a product which, in 
itself, has no editorial news value, 
can best be promoted through 
press advertising. 

“Most newspapers and journals 
refer to advertised products in 
the editorial columns only when 
the goods have distinct news 
value to the reader. Successful 
advertisers, as well as readers, 
appreciate this. If editorial 
publicity were based on the 
amount invested in advertising, 
the big advertisers would have 
an unfair amount of “editorial 
publicity” irrespective of interest- 
value of the merchandise. A 
public relations officer would 
have little chance of altering this 
long - established policy of 
successful publications.” 


PAINT 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 
formed publication in these indust- 
ries. It is read by all the technical 
and commercial executives. 


O1L AND 


The Paint, Oil & Colour Journal is 
the only trade paperin its particular 
field with A.B.C. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
tive advertising medium. 


JOURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 

rticulars to 83-6, Farringdon St., 
Eondon, E.C.4. Phone: City 4788/9 
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This is Adam House, W.1 


the new home of CRANE PUBLICITY LIMITED 


CRANE PUBLICITY clients include 

Yes . . . Crane Publicity are now installed in their new premises pre ner prac sige 
phabetic r)— 

. . . revelling in the improved facilities for stretching their legs— A.C.E, Machinery Lid. 

and brains—in the interests of their existing clients, and for me koe pu 


extending the Crane service to further advertisers. ee ee ao Pe 
Preliminary reports indicate that 95°/, of correspondence and pore meat ms Co. ee 
telephone calls are already being rcuced to this new address. If no a 


you are among the remaining 5°/,, may we again ask you to make Peter Shepherd & Co. Lid. 
Rotol, Led. 
a note of the address and telephone number . . . and to circulate Sangamo Weston Lid. 


* . *. Ld. ¢ 
this information to all departments. Vokes, Lid, 


CRANE PUBLICITY LIMITED 


—an uncommon blend of ‘technical’ and ‘consumer’ expertise— 


ADAM HOUSE + I FITZROY SQUARE - LONDON W.1I + TEL: EBEUSton 8061 (8 LINES) 
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pee, TRADE AND 


Electronic — 
promotion - 


e 
f, 


PART from valves and 


a television tubes for main- | 
4 tenance purposes, no Mullard | 
products are sold direct to the — a 
ublic. They are frequently, ape tr ea 
owever, the most important coe cn 
components of the complete scribe to the only 
equipment and apparatus legal weekly 
pe manufactured and marketed by 


; for practising 
other companies. 

One important function of 
Mullard advertising and pub- 
licity, therefore, is to persuade 
the public to choose sets fitted 
5 e with Mullard valves, tubes and 
; other components. This appeal 
ms was translated on the Mullard 
a stand at the Radio Show on the 
* one hand by means of giant 

models, which demonstrated the 


ESAS SAS. 
a —= 


THE SANITARIAN 


% quality and long life of the com- | Official Journal of the 

7 , 

‘*- pany 8 products, and on the other | Sanitary Inspectors’ Association 
. and by a variety of instructional | THE SPECIALIST JOURNAL 


er leaflets. 


ON ALL ASPECTS 
OF HYGIENE AND SANITATION 
Promoting electronics | | 1% Groevesor Place, Londen, $.W.1 


SLOane 1770 
Another major function of 
( gen publicity is R promote THE eT — 
2, the widest interest in the applica- | 167 ST . BRITISH HOUS! PLANNING 
é tion of electronics ? industry, | MEDICAL OFFICER Covent Garden 2677 REVIEW 
aN communications and _ research. profi ki ; est circulation among local 
: ae In these fields, however, the Mul- | oon } op aw A in — = and official Be ~ 
4 lard products themselves, as well | PUBLIC HEALTH AND — — in U.K. 
as their applications, are ex- SCHOOL HEALTH SERVICES Bi-monthly 1/6 
tremely technical, and the prob- | 72/78 FLEET ST., LONDON, E.C4 a : petted 
‘ lem is very considerable of | CENere! 5574/5 42 Devonshire Street, London, W.! 
i explaining these things in lan- = = 
guage which the layman can 
ee understand, World's Leading Journal for 
Finally, it had to be borne in Health, Hygiene and Sanitation 


oe that vitor to the ~ 4 The Royal Sanitary 
ow are primarily interested in 

i radio and television receivers, and Institute Journal 
iy the Mullard stand displaying | 9° Suckinghem Palace Read, $.W.1 
e only components would have to | Circulation 10,266 ABC 
+ ee compete with the more popular 

appeals of the vast majority of 
the other exhibits. 
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THE BRITISH CLAYWORKER 
to a aa om fe 
Industries. 


Overseas Sales equal 33% of total 
circulation. 


CLAY & BRICK PUBLICATIONS,LTD. 
23 Vovictaah Street, London, w. c2 
TEMple Bar 7664 


— Milk Trade 


WILK INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 

Journal in British Dairying 
The Milk Industry, 

37, Queen's Gate, London, S.W.7 
Western 9816 


MUNICIPAL 
ENGINEERING 


founded 1874 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Lecal Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
8 Southampton Row, ont 
Telephone: Holborn 045: 


Pett SHOE ACLENTHIEK 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


The 
MUNICIPAL 
JOURNAL 
founded 1893 
The only weekly technical 
Journal read in every local 
government department, 


3 Clements Inn, W.C.2 
HOLborn 1827 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & British . Est. 1881 


The Leading journal for all associated 
with the Painting and Decorating Trode 


CROMFORD HOUSE + MANCHESTER 4 
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Overseas Media 


NEWSPAPERS 
PERIODICALS 


Pass your Overseas Space Buying 
problems to 
PUBLISHING & DISTRIBUTING 
CO. LTD., International Press wee 
resentatives. 167 Tare eee 

Tel.: a5 /6sha 


PASSENGER 
TRANSPORT 


o 


Your in “P.T." 
reaches operators and manufac. 
turers of the world’s largest road 


* 
PASSENGER 


TRANSPORT 
Telephone HOLBORN 9914/5 


CONTRACTORS RECORD 
Municipal Bi Engineering 


(1908) 


Read by 
the Contracting and 
we cape 


every Municipal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.7 


11 Bolt Court, Fleet Street, E.C.4 
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e ELECTRONICS con. 


It was, therefore, decided that 
the Mullard stand must be not- 
ably different from all the others. 
This was largely achieved by 
designing an unusual structure 
and lighting it in pale blue—in 
contrast to the brilliantly 
illuminated stands of other 
manufacturers, A dramatic 
appeal was introduced by unusual 
movement in the form of large 
mechanical devices simulating 
radio waves and operating under 
ultra violet rays, and magneti- 
cally operated “flip-flop” caption 
panels. 


Effect of panels 


In dealing with the 
technical electronic exhibits, an 
attem was made to cater 
equally for the layman and for 
the visitors possessing varying 
degrees of technical knowledge. 
The effect of 30 closely spaced 
panels, photographs and descrip- 
tive matter gave an impression of 
a great range of electronic 
applications. Descriptive copy 
under the headings “How it is 
made,” “What it is,” and “How 
it works” became progressively 
more technical, thus oviding 
interest for all types of visitors. 

The overall theme of the stand 
was “Progress in eclectronics”— 
the slogan which has been used 
by Mullard for several years in 
their prestige campaign. 

In the view of the oomeey, 
this treatment was completely 
successful, Throughout the show 
the stand was thronged wi 
visitors. James Gardner designed 
the stand in collaboration with 
the Mullard publicity division 
headed by Clive Barwell, and 
construction was carried out by 
the City Display Organisation. 


Guide to current 
diesel engines 


The Modern Diesel: Automotive off 
enaines for transport, marine and indus- 
trial use, by Donald H, Smith, published 
by Iliffe & Sons, Lid., 12s, 6d, 


HROUGH successive editions 

this handbook has provided 
up-to-date information on the 
characteristics of current high- 
speed diesel engines and their 
fuel injection equipment, This 
latest edition, the twelfth, is the 
largest yet anne 4 and surveys 
the development of the automo- 
tive type of diesel power _, 
discusses recent trends in 
injection practice, combustion 
charnber design and refers to fuel 
and lubricant developments. The 
engines of over 70 manufacturers 
from 11 countries are described. 


Scope of appeal 

The treatment throughout ‘s 
such as to place the subject 
within the grasp of the —- 
eperator or mechanic withou 
any way detracting from the 
book's usefulness to the engineer 
or student as a historical survey 
of the rapid technical develop- 
ment that has taken place. 
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The Monthly Register of 


PIRADE AND SPECIALISYY @ Continued from page 523 


‘THE BRITISH 
and Overseas 


PHARMACIST’ 
The wnal for the pharmacist 
and bu at home and 
all over the world, 
194-200, Bishopsgate, London, E.C.2 
AVEnue 1444/5 


CANNING AND PACKING 


Specialist monthly magazine for 

food manufacturers, canners and 

users of containers and other 
packaging materials. 


CAMMING PUBLICATIONS 
1445 COLEMAN 5T., LONDON, £.C.2 
MONarch 1995 


The international Journal 
Ueed bg All Trades fer the 
Sale or Purchase of Sarpine 
Materiate _ 
= 
—— 


supplies 


Journal of the 
INSTITUTE OI! PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase fo: 
*% Hospitals 
% Local Authorities 
% Nationalised Industries 
40 Sackville Street, London, W.) 
Telephone: Grosvenor 7281 


Publications 


Good Photography 


Monthly—for all 
amateur photographers 


1 Bett Court, Meet Street, 1.0.4 


Rintin 
p a 


THE ONLY TRADE WEEKLY 
329, HIGH HOLBORN. W.CI 


PAPER & PRINT 


729 HIGH HOLBORN, W.C.! 
Tel: HOLborn 7759, 2291/2 


THE WORLD'S 


PAPER 


TRADE REVIEW 
THE ONLY trade paper in 
its particular field with 
A.B.C. Circulation. World 
wide distribution averages 
six readers per copy 


329 HIGH HOLBORN, LONDON, W.C.! 


BAG MAKER 


The premier monthly 
for the cardboard box, 
container, carton, paper 
bag, sack manufacturers 
and paper converters. 


83 TUDOR ST. LONDON.EC4 
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How to use photographs in 


technical advertisements 


There are indications of a hardening resistance to advertising that 
is not to the point. In this article D. K. D. VINE, who has had 


a wealth of experience in machinery advertising, describes how 
technical illustrations can be made appropriate. 


OST technical advertise- 

ments carry an illustra- 
tion. It is an accepted part of 
the technique. Whether the 
space is large or small a picture 
somehow gets into it. Whether 
the picture is apprepriate or 
not is another matter. In fact 
it is surprising how inappropri- 
ate some illustrations have 
become. 

We are shown a group of men 
looking at a blueprint, but why 
they are looking at a blueprint 
is not easy to discover. A long 
bony finger pokes an accusing 
finger at us from.the middle of 
a page, but it is not obvious why. 
We see a comic drawing where 
some people are apparently 
struggling to reach a couple of 
twist drills in a welter of wild 
waves. The copy fails to make 
is clear why. It seems that any- 
thing but the product is to be 
illustrated . . . why? What has 
the sea got to do with twist 
drills? Blueprints are looked 
at in almost every stage of manu- 
facture, there is nothing either 
original or unique in gazing 
intently at a blueprint. The 
pointing finger is the cliché of 
clichés in all branches of adver- 
tising. 


Avoid the subtle 


A different instance of an 
ineffectual illustration featured 
mobile equipment laying some 
pipes. Yet the pipes, and not 
the equipment laying them, were 
the products advertised. 

In other words it is possible 
to draw attention to an ad- 
vertisement without drawing 
attention to the product 
advertised. This applies to a 
larger proportion of technical 
advertisements than is sus- 
pected by advertisers. 

In technical advertising the 
oblique and the clever, subtle 
approach tend to pay little divi- 
dends. Illustrations must 
appropriate, and not only in 
technique but in content. The 
stopping power of any technical 
illustration can be almost any- 
thing from _ cheesecake to 
comedy, but these dilute the sales 
message. 

The average audience for a 
technical advertisement is not 
sophisticated, It is here that we 
see the difference between the 
audience for consumer advertis- 
ing, where a clever, original and 
oblique approach is likely to 
score. In technical matters we 


have a much more leisurely audi- 
ence, even an ingenious one. 

The willingness of the average 
technician to stop and read 
almost anything connected with 
his business is well known and 
has been ruthlessly exploited in 
recent years. But there is every 
indication of a hardening resist- 
ance to advertising that is not 
to the point. 


Annoyance at obliquity 


Accurate technical information 
is wanted and resentment is 
caused by the misleading and 
oblique approach that is be- 
coming prevalent. There is only 
one justification for obliquity in 
technical advertising and that is 
where the product is being tied 
to a totally different product in 
the news. 

For instance, a recent adver- 
tisement for pumps employed an 
illustration of an accident and 
the word “penicillin” ag the 
leading theme. Curiosity was 
aroused and it was discovered 
that the pumps advertised were 
used extensively in the manu- 
facture of penicillin. The tie-up 
was good and it was appropriate. 
No one could take exception to 
such an original approach. 

Technical advertising has its 
pictorial clichés. There is the 
cut-out half-tone illustration in 
the shape of meshed gear wheels, 
or the crane hook, or the rail- 
way crossings. There is the 
elderly gentleman looking over 
the top of his glasses and a 
caption, “meet the man who can 
help you with your problems.” 
There is ways Rodin’s 
“Thinker” to fall back on if 
other ideas fail, or the telephone 
memo pad or the waste popes 
basket. The scraper ard 
illustration of the earnest —— 
tice or the longest employee 
appear regularly and so does the 
long line of machines reaching 
into infinity. But does anyone 
really care? 

What is needed in technical 
illustration is factual realism. 
The illustration should be 
able to stand on its own with- 
out the need even of a caption. 

Vague, unrelated pictures have 

no value. If the advertisement 

is for a radio valve then it is 
far better to use a drawing of 

a valve than to show a picture 

of a girl assembling radio sets. 

If a product is unique then 

why look further for origin- 

ality? Why drag in other 


so original as the product you 
@ Continued on page 525 
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The left hand advertisement is very effective. 


PAAINE AU KILIARY 


Tilting the copy can help the eye 


BRIGHT series of technical 

advertisements has been put 
out by Pelapone Engines Ltd., 
of Derby. A particularly good 
one was that which asked “Which 
twin has the Pelapone?” Tilting 
the copy at an angle made the 
advertisement alive, and by 
having a very light photograph 
at the top and one which gradu- 
ally became darker at the foot 
tended to make the eye drop 
down through the copy. How- 


ever, the opposite is the case with 
the advertisement for marine 
auxiliary generating sets. 

The top half-tone is far too 
heavy for the rest. This could 
have easily been overcome by 
etching out the background 
round the actual generating set 
and presenting a cut-out half- 
tone. This shows how advertise- 
ments must be thought of as a 
whole and looked at from a dis- 
tance as well as close up for 
typographical detail.—R. D. 


° TECHNICAL ADVERTISEMENT 


PHOTOGRAPHS —continued 


are advertising. What is 
se : with a good illustration 
t? 
Look at any batch of technical 
advertisements and you will see 
that age | a few reveal at first 
lance what they are selling. The 
uyer, thumbing his way through 
the pages looking for a specific 
product, may. therefore, not find 
what he seeks. All are losers. 

Buyers of technical equipment 
are interested in advertisements 
only as they convey to him, by 
most economical means, all that 
he wants to know about the pro- 
duct. The best illustrations need 
less copy support to do this. 

If the medium is chosen with 
care the direct approach is the 
only logical way to appeal to the 
prospective customer. Half-tone 
illustrations carry more convic- 
tion than line drawings where 


an operation or a process is 
being illustrated. Line drawings 
are excellent for technical details. 
Both can often be used together 
with effect. 

All illustrations should be 
factual, realistic and forceful. To 
be fully effective they must be 
ye ha riate and direct and easily 
identi as to product and 
process. 

Colour in technical advertising 
has its place but it should be 
used with discretion, remember- 
ing that colour is more arresting 
and therefore greater care must be 
taken to see that the illustration 
speaks for itself and justifies the 
extra cost, 

A good illustration is as 
essential to a technical advertise- 
ment as it is to any other means 
of po information—but it 


must appropriate. 


Mechanical World 


and ENGINEERING RECORD 


of vital interest lo CnglNelrs 


EMMOTT & CO. LTD., 31 
LONDON OFFICE : 50 TEMPLE CHAMBERS, TEMPLE AVENUE, Ec4 


KING STREET WEST, MANCHESTER, 3 
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Sell to the Shipping Companies 
through the advertising columns of 


The CHIEF STEWARD 
and SHIPS’ STORES GAZETTE 


The paper published to interest the Catering and 
Purchasing departments of the Shipping Companies 
and Ship Stores Merchants. 

Send for a specimen copy and rate card: 


Ghiet Steward and Ships’ Stores Gazette, 26/28 Billiter Street, E.C.3 
Telephone No. Royo! $322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
Ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE WEEKLY 
TUESDAYS & FRIDAYS 
Published by 
METAL INFORMATION BUREAU LTD 
Birkett House, 27 Albemarle St.. London, W.1 


BULLETIN 


IN THE MANUFACTURE OF 
POINT OF SALE 
ADVERTISING MEDIA 
ON METAL AND BOARD 


REGINALD CORFIELD 


LOMBARD ROAD- MERTON: $.W.19 


TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE. LONDON 
ad. mgr. 
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| Arab-Ads 
ee a 
23 SNGLENG Vets alec all 
can add 1mpetus 


to your Export Drive 
| am the Middle East 


| Your message and your products 
presented to the Arab world 
in its own idiom. 


Arab-Ads 


The “ Open Sesame” to the Arab market. 


ARTWORK + STRIP CARTOONS 


TECHNICAL MANUALS 
SHOWCARDS * POSTERS 


designed in your interest by Arabs for Arabs 


ARABIC COPYWRITING 
ARABIC CALLIGRAPHY 
ARABIC TRANSLATION 
ARABIC JOURNALISM 


Arab-Ads 


operates in 
IRAQ * JORDAN + KUWAIT + LEBANON 
NORTH AFRICA * SAUDI ARABIA 
SUDAN «+ SYRIA 


Arab-Ads 


59 GLENDALE AVENUE, EDGWARE, 
MIDDLESEX 


Managing Director: A. S. ALI NUR 


PRESS, RADIO AND SCREEN | 
ADVERTISING 
LEAFLETS + BROCHURES | 


TELEPHONE : STONEGROVE 9327 
L 
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More advertising can open 


golden gate to UK goods 


No long ago Europe 
seemed to those in the 
Middle East a dream far off: 
its products were a mystery 
and an enchantment. It is 
very different now. The atmo- 
sphere of the East still lives, 
but across the glistening pano- 
rama moves the apparatus of 
the modern West. 

Even the traditional contrast 
between the better and the less 
well-off is catered for by Euro- 
pean methods of production, and 
must therefore be borne in mind 
by advertisers. The wealthy cus- 
tomer already has a fair know- 
ledge of Western goods, and for 
him emphasis should be placed 
on detail. The average man, on 
the other hand, must be ap- 
proached through mass produc- 
tion and its moderate prices. One 
point of encouragement to the 
Western manufacturer is that 
Western modes of living are 
becoming more and more popular 
among all classes in the Middle 
East. In itself this has brought 
increased demands for Western 
goods. 


Well-liked banner 


Perhaps the most striking fact 
about the Arab’s attitude towards 
British products is the way he 
appreciates their enduring value. 
“ Made in England” is a banner 
that the salesman loves to fly. 

There is the case of a Middle 
East customer who bought in 
Italy a large quantity of cloth 
such as is manufactured in 
Britain, although it was of v 
much poorer quality. He had it 
cut into ties and other articles of 
haberdashery and marked them 
“ Made in England.” 

Their sale brought him a for- 
tune. Another man bought at 
25s. a a some stationery 
superficially somewhat similar to 
that from a famous English firm. 
This he also stamped with the 
magic words, and sold it in a 
Middle Eastern country at only 
half the price at which the real 
commedity was being sold in a 
shop nearby. This man, too, cap- 
tured the market. Happily, heavy 
machinery, in the production of 
which Britain still stands supreme, 
cannot be counterfeited in this 
way. 

Two methods of sale have 
proved very successful in the 
Middle East—the German and 
the Japanese. Germany pushes 
her goods by powerful advertis- 
ing. Japan advertises much less, 
but gains her point by the cheap- 
ness of her products. 

For Britain, who would be 
loth to sacrifice quality to quan- 


tity, increased advertising is the 

key to the golden gate. 

Of the various media of adver- 
tising in the Middle East, the 

ress is by far the strongest. At 

rst glance the circulation figures 
of the daily paper or the weekly 
magazine by British standards 
may appear to be small. This, 
however, is deceptive, for in the 


MIDDLE EAST 


Arab countries most publications 
pass through the hands of many 
readers. Yet, of course, there 
are some ~ oy whose circula- 
tions are really as small as they 
appear in figures, for they do 
not pass round. 

Circulations are much more 
strictly specialised than in the 
West. The difference between 
the readers of The Times and 
any other paper in the United 
Kingdom is small compared with 
the contrast between the readers 
of different Arab papers. Expert 
knowledge is required to decide 
the papers in which to advertise 
in order to attract the type of 
customer most likely to buy the 
article in question. Even the 
form of Arabic varies much 
more than the English of con- 
trasted British newspapers. Some 
Middle Eastern publications use 
only classical Arabic, while 
others . to their groups of 
readers by means of local words 
and phrases. 


Position of copyright 


Another point to consider is 
that in the Middle East there is 
no copyright protection, whether 
for ideas or published matter. 

It is quite usual for an 
advertiser to cut from an 
advertisement in a Western 
paper some photograph or 
design that takes his fancy and 
incorporate it in his own 
advertisement on a different 
subject. Thus the photograph 
of a European celebrity that 
originally advertised a hair 
cream may appear in the 

Middle East as recommending 

a gear-box or a pill. 

After the press, the strongest 
medium of advertising is the 
screen, with its two methods— 
slides and films. To the Arab 
mind, films- are more effective. 
Here, perhaps more than any- 


@ Continued on page 527 
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A 
DISCLAIMER 


We regret that 
we cannot claim to know 
everything about press 
advertising in the 
Middle East. 


On the other hand, we 
do know a lot—after 30 
years’ experienceit would 
be strange if we did not. 


Every advertising agent 
and exporter who wants 
to make use of our 
knowledge and service 
has only to get in touch 
with us. 


George Young 
Overseas Publicity & 
Service Agency Ltd., 


29 Oxford Street, London, W.1 
"Phone GERrard 0737/8 


Servicing Agents in 
Cairo, Asmara, Beirut, 
Baghdad, Teheran, 
Nicozia, Istanbul. 


Papers in 
- EGYPT - SUDAN - ADEN - 
- ERITREA-ETHIOPIA - 


* SAUDI-ARABIA - IRAQ - 
* JORDAN - LEBANON - 
- CYPRUS - LIBYA - IRAN - 
- SYRIA - TURKEY - 
* PERSIAN GULF .- 
~» FRENCH AFRICA - 


$27 


® THE MIDDLE EAST ~— continued 


where else, we are brought up 
against the fact that Middle 
Eastern countries are not only 
under civil law but are also 
influenced by the ethical concep- 
tions of Islam. Everything, 
therefore, that is considered by 
a good Muslim to be immoral 
must be rejected. In the films 
or posters of some Arab coun- 
tries, the representation of the 
nude figure or even of a kiss is 
not allowed. 


Value of Radio 


The radio is useful if applied 
with special knowledge. Here, 
the key to the Arab world is 
café life: the Arab loves to spend 
his time talking and drinking 
coffee with his friends. 
noise is great, and words from 
the loud speaker are apt to pass 
unheeded. Certain methods are 
needed to attract attention. For 
example, an appeal to the Arab’s 
love of music or his effervescent 
sense of humour. A slogan intro- 
duced by a song or embodied in 
a joke will be more effective than 
a string of statements. 

Posters have a marked appeal 
to the Arab if one or two prin- 
ciples are borne in mind. For 
one thing, accuracy of detail is 
essential : in spite of the many 
art academies t flourish in the 
Middle East, the preference is 
still for traditional, descriptive 
work, and not for ultra-modern 
treatment, To touch the Arab 
posters should be direct and 
realistic. 

One of the most subtle traps 
in Middle Eastern advertising is 
taxation. For films, posters, 
handbills, showcards, and the 
rest, complex scales of taxes are 
involved, varying according to 
size, circulation, locality, and 
many other factors undreamt of 
in the West. Many and devious 
are the ways within the tangle 
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An effective advertisement for 

collars placed in the Arabic press 

by the British Van Heusen Co., 

Ltd. Competition for the Arab 
market is severe. 


of restrictions. For instance, to 
avoid a tax on handbill distribu- 
tion, an agent may go to some 
third-rate newspaper and pay 
the editor to print the name of 
his paper on the handbill and 
circulate it as a supplement. But 
in most of the Arab countries tax 
laws are strictly enforced. 

What, then, is the best way of 
advertising British goods in the 
Middle st? In the view of 
A. S. Ali Nur, of Arab Ads, three 
principles should be observed. 

Firstly, the manufacturer or his 
advertising agent would do well 
to seek the help of a native 
expert. Secondly, the appeal 
should be made through local 
habits. Thirdly, the copy should 
be written specifically for the 
Arab world. 


UK exports face severe competition 


N INTENSIVE drive and 

the utmost attention to 
relevant sales factors are 
necessary if the United King- 
dom is to hold its own in the 
Middle East markets, accord- 
ing to the trade mission 
which recently visited Iraq, 
Kuwait, the banon, Syria 
and Saudi Arabia. 

Appointed by the President of 
the Board of Trade, Peter 
Thorneycroft, the mission has 
drawn attention to the fact that 
the Middle East is producing 
some 120 million tons of oil a 
year which represents 18 per 
cent of the total world produc- 
tion. Western Europe takes 
from the Middle East over 75 
per cent of its oil requirements. 

A large potential market arises 
out of the development opera- 
tions in the oil producing 
countries. There will be a very 


valuable and varied market for 
all kinds of goods from the 
UK, including iron and steel 
for bridgework, building and 
reinforcement, cement and other 
building materials (when not 
manufactured locally), manufac- 
tured steel in the form of sluice 
gates, etc., steel pipes, contrac- 
tors’ plant and electrical machin- 
ery and apparatus. 
Developments of this 
character lead the way to 
many indirect exports. For 
example, a British contractor 
usually incorporates British 
materials in his work; per- 
sonnel import British goods 
for their own requirements, 
and orders for extensions and 
replacements are generally 
placed in the country which 
built or installed the original 
plant. 
There appears to be a widen- 
ing field for the sale of heavy 
and light mechanical plant. 
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NEWSPAPERS GROUP 
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WILL KITCHEN, Jnr. LTD. 
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Films help the campaign to 


cut road accidents 


FTER a long absence 
from film sponsorship, 
the Royal Society for the 
Prevention of Accidents has 
come back into the battle 
against road accidents with 
two good short feature films. 
While both films haye different 
story approaches, they follow the 
uniform philosophy that road 


As Producers of films 
we are proud to have 
served the followi 

Organisations :— 


Air Ministry. 
Allen & Hanburys Ltd, 
Aristoc Limited. 
Bookers Sugar Company 
Limited. 

B.B.C, 

The British Council. 
The David Brown Companies. 
Cow & Gate Ltd. 
Central Office of Information. 
H. J. Enthoven & Sons, Ltd. 
Glaxo Laboratories Ltd. 
Hanningfield Water Joint 
Managing Committee. 
Lead Industries Development 
Council, 

Leather Publicity Council. 
London County Council. 
The Owen Organisation. 
Postgraduate Medical School 
of London, 
Rootes Ltd. 
Royal Automobile Club. 
Royal Warehousemen Clerks & 
Drapers’ Schools. 


Tin Research Institute. 
United Rum Merchants Ltd, 
University of London, 

Cc, C. Wakefield & Co, Ltd, 
William R. Warner & Co. Lad. 
Williamson Music Limited. 


SS 
The Specialists in 16mm, 
Colour Films 


STANLEY 


SCHOFIELD 
PRODUCTIONS I? 
6,748, Old Bond St. 


London W.1. 
MAY fair 4642/3 


By PAUL NUGAT 


safety can only be sold to the 
public by making them think 
about the subject. 

With a running time of 15 
minutes, “Chain of Events” - 
trays a likeable family making 
last-minute preparations for a 
day's bicycling. The discovery of 
a broken chain link sends the 
young son on a dash to the local 
cycle shop. On his return he 
meets with a serious accident (of 
which the audience is spared the 
sight). But the moral can easily 
be drawn. 

The film was produced by 
British Films Ltd. 


Near melodramatic 


With a running time of 17 
minutes, “Someone Else’s Child” 
is more in the documentary style 
although at times it borders on 
the melodramatic. We have a 
local reporter, who is also an 
expectant father, out on a week's 
assignment covering local road 
safety week, The borough has a 
recerd of one fatal child acci- 
dent every week. Through the 
reporter's eyes, we see common 
cases of child and adult careless- 
ness, but we reach Friday without 
an accident. 

Coinciding with the birth of a 
son to the reporter, a school 
friend of another son is killed 
on the road, and so by looking 
at the statistical chart outside the 


Town Hall, we are made to 
realise that the borough has 
maintained its fatality record. 
Apart from this rather silly use 
of statistics this is a good produc- 
tion from Film Workshop Ltd. 
Again, the film avoids loud 
shouting in its selling message. 


* * * 


HE Iraq Petroleum Co. 

could fairly claim that their 
film unit, supplied by Film 
Centre Ltd., has provided Iraq 
with its first lines of mass com- 
munication. Every quarter, the 
film unit under the command of 
John Sherman is providing the 
country with a  cinemagazine 
entitled “Our Country.” 

This 30-minute programme 
reaches about half of the 45 
million population, of which 
over 95 per cent are illiterate. 
Due notice has been taken of 
the state of literacy, and for the 
benefit of those unable to read 
the Arabic sub-titles, the com- 
mentator interprets for them. 
The unit is also undertaking the 
training of Iraqi film technicians. 

Another service to the country 
is the research into Iraqi music. 


The sound film “Bound to Last’ is designed to show the engineering, 

printing, bookbinding and other skills which go into the manufacture 

of the looseleaf books and business systems made by Percy Jones 

(Twinlock) Ltd. The film was made by Technical and Scientific Films 

Ltd. (in association with the Film Producers’ Guild) and produced 
by Denis Ward. 


A scene from the film “Chain of 
Events” which has a running time 
of 15 minutes and which is aimed 
at persuading people—especially 
children—to take every care 
when crossing roads. The film 
was produce by British Films 
Ltd. 


Much of it has been lost ; much 
of it is only familiar to audiences 
in certain regions. All the back- 
ground music to the films is indi- 
genous and, even to the Western 
ear, very melodious. As to the 
contents of the cinemagazines, 
they provide up-to-date informa- 
tion on developments’ within 
Iraq, thereby creating the appe- 
tite for advancement. 


Filming the whole 


operation 


HEN a young girl, Janice 
Easton, was about to make 
surgical history by undergoing 
a full-scale operation while 
under hypnosis, Photo 
Coverage, of Finchley Road, 
London were asked to set up 
a unit comprising still and 
cine cameras and a _ tape 
recorder in the nursing home. 
The operating theatre, with 
plenty of daylight, allowed hand 
held Super Ikontas and Rollei- 
flexes to be used, and because 
the patient was under hypnosis, 
and not normal anesthetic, she 
could be asked to co-operate. 


Extensive co-operation 


The cine camera was a 16 mm. 
Bolex, suitably placed on a tripod, 
where the operator with extensive 
co-operation from the operating 
theatre staff and observers was 
able to record the remarkable 
facts. To complete the picture 
a Grundig tape recorder was 
installed to record all conversa- 
tion and sound during the opera- 
tion. Because the patient was not 
unconscious under an anesthetic 
she was able, through the hypno- 
tist, to be asked questions to 
which she readily gave answers. 

The operation lasted one hour 
20 minutes. 
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Tests prove 


These are the 
ads they 


CAN’T MISS 


that screen 
advertising 
captures the 
attention of 
95% of all 
viewers 
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PRESBURYS Service includes the 
production and display of Solus and 
Semi-Solus Films (no restriction on length or 


O00 


- PRESBUIYS .c1vE YOU 

THE. BEST ‘2UN" FOR 
| YOUR MONEY IN 3,500" 
Successful screen advertisers choose ae Hr. 
-THE BIGGEST GROUP — 


PRESBURYS | al 


for preference 


S. PRESBURY & Co. Ltd., Gloucester House, 19 Charing Cross Road, London, W.C.2. Telephone : WHItehall 3601 


number of visuals or mentions of your 
product) and of the shorter Filmlet in cinemas 
all over Britain. 


snoa0oooo doom 


as oes ~~ = rt Er 
# “4 . - 7 
ae : ~ | 
mB ™ . 
ahenys use +) '| 786 
CUT GOLDEN | : 
A a ™> gin <Y ons X +f = 
eS Bt rh ‘ae = & 
‘2 ig he! 7.4 < # we, i Mek ~ Me | 
hs y aN es ics y => & ‘ 
oe = -> BER ae 
at! rl — a> “~~ | V | . es ¢ : 
r= bt > 2 ee > 7 
“ = a =) + i is Ze o. 
% . \ a ips! . | tA vee: 
Th ONS ; 
QGe % , is as \WERR ¢ 
~~ \¢75000) , 
; : 
ee igpee’ = GF 
oF 
i e—SCSCC ., 


ADVERTISER'S WEEKLY 


The 


Independent 


Monthly Journal 


with the 


largest paid 


readership” 


Top Executives 


is 


Business 


THE JOURNAL OF MANAGEMENT IN INDUSTRY 


*The A.B.C. certificate for jan.-June, 1954 
shows over 13,300 copies sold regularly 
every month. 91%, of these copies go to 
Top Executives in British In ustry and 
Commerce. 


Business Publications Ltd., 
180 Fleet St. London E.C.4,—Tel. Chancery 8844. 
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Ad Man’s Bookshelf 
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Comprehensive guide to 


the art of selling 


ANYONE who has any- 
thing to do with selling 
can hardly fail to be interested 
in a book* which purports to 
give “in 15 chapters a com- 
plete analysis of practical 
sales work.” The author, 
Heinz M. Goldmann, has 
certainly had a lot of experi- 
ence in the field of salesman- 
ship because he has taught 
over 12,000 people in various 
countries how to win cus- 
tomers. 


Relevance for all 


The book is addressed to the 
experienced salesman as well as 
to the newcomer so that there 
is no particular section of the 
selling community that need con- 
sider what Mr. Goldmann has to 
say as of no relevance to them. 


Among the more than 100 organ-: 


isations whose personnel have 
been trained by him are General 
Electric, Electrolux, General 
Motors, Ford, Philips, Reming- 
ton, Scandinavian Airlines 
System, Siemens, AEG, Bosch, 
Volkswagenwerk apd leading 
publishers, banks, insurance com- 
panies, stores and car distributors 
and dealers. 

This book is also being pub- 
lished in Belgium, Denmark, 
Germany, Finland, France, 
Holland, Austria, Switzerland and 
Sweden. All this adds up to the 
fact that it is an important book 
... and it is dedicated to “ The 
salesman, servant of this organ- 
isation, friend of his customers, 
ambassador of his profession.” 

In Chapter 12, attention is 
directed to what is called the “old 
AIDA rule of the Americans, 
often discarded but just as often 
used.” In the author's view this 
rule has proved to be remarkably 
long-lived even although the 
theme has to be used with vari- 
ations. The letters stand for: 

Attention 

Interest 

Desire 

Action 
and they mean simply that the 
salesman must capture the atten- 
tion of the customer, interest him 
personally in the offer, stimulate 
his desire to possess the article 
offered, and make him take 
action. To this four-letter form- 
ula Mr. Goldmann ventures to 
add another element: 

“. .. for buying desire to be 

translated into buying action 

the customer has to be really 
convinced that the satisfaction 


* The Art of Salesmanship, by Heinz 
M. Goldmann, published by Staples Press 
Lid., 12s. 6d. 


of his buying desire is objec- 

tively sound.” 

Every salesman, he declares, 
should examine the structure of 
his sales argument, in the light 
of this five-step plan, by asking 
himself these questions. . 

1. Does the argument arouse 
the attention of the customer at 
once ? 

2. Does it awaken the personal 
interest of the customer 

3. Does it create the desire to 
buy? 

4. Does it succeed in con- 
vincing the customer that he 
needs as well as desires what is 
offered? 

5. Does it lead in logical 
sequence to buying action, and 
does it effect a conclusion of the 
business? 

This chapter is followed by 
another which is _ headed: 
“DIPADA, a new formula for a 
constructive sales technique.” 


Wide application 


This is put forward as a proved 
and valuable aid in the con- 
struction of sales conversations 
for wholesale and _ industrial 
customers, as well as for retail 
selling. It is claimed to be par- 
ticularly suitable for the sale of 
every kind of industrial product, 
complicated plant, office equip- 
ment and the sale of abstract 
goods. Moreover, “the DIPADA 
method is not least appropriate 
if the sales visit partly or com- 
pletely stems from the initiative 
of the customer—for instance a 
request for information.” 

¢ DIPADA method repre- 
sents a six-step construction of 
the sales process embodying the 
following phases: 

Definition 

Identification 

Proof 

Acceptance 

Desire 

Action. 

Describing the method in 
detail, Mr. Goldmann includes 
the following comment: 

“The necessity for proving 
one’s case .. . is easily under- 
estimated in the construction of 
the sules argument because one 
tends to rely too much on identi- 
fication, although the customer is 
less inclined to credit it if it is 
not followed by concrete, point- 
by-point proof. Accordingly 
before he proceeds with his argu- 
ment, the salesman has to obtain 
the customer's acknowledgement 
of the accuracy of his evidence. 
It cannot be stressed enough that 
this acknowledgement of proof 
must not be volunteered by the 
salesman in place of the customer 
but must come from the 
customer himself.” 
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We'd have 
been lost 
cuithout 


him! 


Many a conference, 
meeting to plan 
a piece of printing work 
has been thankful that 
Spicers Paper Consultant 
was there, But often it is 
not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 


* 
DANCE NEWS 


The World’s Largest Dance Newspaper 


A ‘must’ for a 
busy Agency 


— this modern, efficient 
camera lucida 


is read by couples .. . 
“Dance News” Readers are 
young, they take pride in 
their grooming and their 
clothes, they are forming 
new tastes for tobacco, 
beverages, hobbies, sports 
and pastimes, they will set 
up homes ... and there are 
200,000,000 Dance Attend- 
ances per annum in Great 
Britain. 


VISUALIZING without vexation. 
Clear, natural-colour images of 
art-work, layouts etc., projected 
sharply on a flat 22° screen, set con- 
veniently for viewing or tracing: 
picture comes brilliantly through 
cartridge paper and Bristol 
board (up to 6sheet). Simple 
attachment for dealing with 
colour transparencies, etc. 
The Grant Projector is in 
world-wide use. Full inform- 
ation from Grant Production 
Co. Ltd., 4 Rathbone Place, 
London, W.1 (Museum 8717), 
or 7 Little Park Street, 
Coventry (Coventry 64978). 


Enlargements and Reductions 

rapidly obtained by very simple 

adjustments — graduations from 

7 times up to 7 times down on 
the size of the original. 


PPPs 


Advertisement Manager, L. Hall 
Telephone WATerloo 3766-7-8 
76 SOUTHWARK S8T., LONDON, 8.E.1 


Projector 
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ADVERTISER'S 


This picture shows L. M. Masius 

soon after his arrival in London 

25 years ago when he was managing 

director of the Lord & Thomas 

advertising agency and vice-president 
of its European offices, 


‘MIKE’ MASIUS 
LOOKS BACK 


Tue doyen of American adver- 
tising men in London, . Masius, 
celebrates his 25th anniversary in 
British advertising next Monday. 
On that day exactly a quarter of 
a century ago Mr. Masius arrived 
in London to take up his first adver- 
tising job here. He is now chairman 
of Masius & Fergusson Lid., one 
of the biggest British advertising 
agencies, 

After leaving Cornell University 
Mr. Masius served his apprentice- 
ship in printing and publishing 
before joining A. D. Lasker's 


famous American agency, Lord & 
Thomas, in New Yor in 1926. His 
earliest experience was working very 
closely with the fabulous Geor 
Washington Hill of Lucky Strike 
cigarettes, 

Within three years he was made 
executive secretary of Lord & 
Thomas} twelve months later he 
became vice-president and came to 
London to manage the London 
office. While in London he under- 
took the duties of European director 
and supervised offices of the com- 
pany in Paris, Berlin, Milan, 
Amsterdam, Brussels, Stockholm 
and Copenhagen. 

In the first world war he served 
with the American Marines and 
during the last war he joined the 
US Army and attained the ae 
of Lieutenant-Colonel. He retur 
to England in 1945 to take up the 
ram of Masius & Fergus- 
son Ltd, Jnder his direction the 
company has become one of the 
most important British agencies, 
with Mr. Masius the only American 
in the organisation. 

r. Masius is now president of 
the American Club and is the only 
American member of the ‘Thirty 
Club in London, 

In his own words “an indifferent 
but enthusiastic golfer,’ he is a 
member of the Royal and Ancient, 
and of the Sunningdale, the Went- 
worth and the est Sussex Golf 


Clubs. He is also captain of NAGS. 


toueh 


means so much- 


"1? vous prepuce ie ley 


TIBBENHAM 
PUBLICITY LTD 
Incorporated Practitioners in Advertising 


244 HIGH HOLBORN, LONDON, W.C.1 


Phone: HOLborn 8074 (3 lines) 


No kidding this 
time 
Six of the Arenascope pro. 
grammes that have been televised in 
connection with the Radio Show 
were devised by Peter Webber, 
advertising 
consultant. 
He tells me 
that the invi- 
tation for this 
work came 
from Berkeley 
Smith, the pro- 
ducer, with 
Cecil McGiv- 
ern’s blessing 
because they 
had liked his 
work for com- 
mercial T.V. 
on closed cir- 
cuit. Last year 
Mr. Webber 
devised and produced the Leather 
Parade for National Leather Weck, 
as well as three programme 
broadcasts, and before that he 
had devised and produced the Kid 
Leather Show for the British 
Kid Tanners Association, with 
Philip Harben cast as the master 
mixer of kid-leather coloyrs. 

In addition to being an indepen- 
dent promotion consultant, Mr. 
Webber is a director of Raynor, 
Webber & Styles Lid. and of the 
Industrial and Television Film Unit. 


Lucrative 
confessions 


© ONFESSION may be good for 
the soul, but it is also good for the 
pocket. I hear that George Ho 

ton’s Confessions of a Golf Addict 


| has just gone into a fourth impres- 


sion. grou manager with 
Newnes, Mr. Houghton has pro- 
duced about a dozen books includ- 
ing They Flew Through Sand 
(dramatised and televised). His new 
comic More Confessions of a Golf 
Addict will be published by Museum 
Press in October. He a paints, 
incidentally. 


What’s in a name ? 


S URELY the ugliest mame ever 
inflicted on a pretty girl is “Miss 
Stereophonic Sound,” which Sidney 

chairman of Granada 
Theatres, has given to the lady who 
is to explain to his patrons how 
that acoustic achievement works. I! 
much prefer her real name, Tessa 


Fenton. 


Miss Fenton is one of the four 
daughters of Hugh Fenton, space 
buyer with C. Mitchell & Co., Ltd 
A B.Sc., with an ambition to work 
in a research laboratory specialising 
in chemistry, she has the beauty, 
the brains, and the specialised know- 
ledge which, according to a 
Granada spokesman, are required 
when talking about four-track mag- 
netic high-fidelity stereophonic 
sound. 

In addition to all this, Miss 
Fenton is a chorister at Claygate 
Church, and likes folk dancing. She 
has appeared in a demonstration 
film directed by the head of the 
English Folk g and Dancing 
Society. 
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SPACE SELLER IN 
SEARCH OF SPACE 


As a relaxation from selling space 
in the Milk Producer, Overseas, and 
Colonial Development, Miss M. E. 
Miéville spends most of her week- 
ends gliding She obtained her 
Gliding “C” Certificate recently. 
Aged 26, Pe: Miéville is a director 
of Cheiron Ltd.; was one of the 
British delegates to the Youth In 
Advertising Conference in Copen- 
hagen two years ago; and is also 
an active member of the Publicity 
Club of London. 

Another advertising man likely to 
walify shortly for his “C” at the 
ondon Gliding Club is Roger H. 
Gentry, press media manager of 
Lambe & Robinson Ltd. 


Peeey Miéville at the London 

Gliding Club, Dunstable. To qualify 

to fly this “Prefect” ed she had 
0 


to put in 10 hours solo flying on a 
“Tutor” glider. 


* * * 


"THERE was a foretaste, at the 
Gas Council's headquarters last 
week, of their remarkable exhibit 
now at the Food Fair. And I use 
the word “foretaste”’ literally as well 
as metaphorically, for the 
modestly covered by the word 
“refreshments” comprised delectable 
things from about 18 different 
countries. 

One of the various kitchens now 
to be seen at the Fair was also on 
view and to complete the picture 
there were a number of attractive 
young ladies from India, Pakistan. 
Isracl, Yugoslavia, Belgium, China, 
Greece and other countries in their 
national costume. 

I wasn’t the only person among 
the large crowd present to con- 
gratulate Reg. Hinder, the Gas 
Council's press and information 
officer, on a reception that really 
was something out of the ordinary. 


CONTACT 
WEEK'S WISECRACK 


~ 


“J see that ‘The Times’ 
referred to it as the ‘Two 
Mr. Fredericks’ match” 
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YOU CAN'T IGNORE THIS FACT 


in this country. 


THIS FACT IS IMPORTANT WHEN 
PLANNING A FILMLET CAMPAIGN 


FULL DETAILS FROM DANIEL F. WARNOCK * DIRECTOR OF NATIONAL SALES: 


Younger =." 


YOUNGER PUBLICITY SERVICE LTD + 26 ALBEMARLE STREET - LONDON ~ W.!I * HYD 6593 ; 
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Publications News and Notes 


Advertisers get 
specimen ‘She’ 


Two and a half thousand speci- 
men copies of She, to be launched 
by The National Magazine Co., 
Lid. next February, have been 
printed and sent to agents and 
je pective advertisers. t consists 

8 pages, plus cover, the size 
“mcipae for the first issue. 

arty was held at the Dorches- 
ant Hotel, London, on Tuesday, to 
which 226 space buyers were invited. 
Similar parties are to be organised 
in Birmingham, Manchester and 
Newcastle this month. 

The advertisement manager of 
She, which will be published 
monthly at one shilling, is F. H 
Ayre 

+ + 


Monday's issue of the Financial 
Times included a 2%-page survey of 
the aircraft industry, 

x + * 

The September issue of Aero- 
nauties is the largest ever published 
and contains 2) pages. A special 
Farnborough Show Number, it has 
broken all previous advertisement 
records with 136 advertisement 
pages, 39 in colour. A feature-inset 
is included by the Hawker Siddeley 
Group, This occupies 10 pages, 
cight of which are printed on a 
gatefold, and shows a_ pictorial 
record of the many different aircraft 
pioneered and built since 1908 by 
the group. A similar feature was 


included in the Farnborough num- 
ber of The Aeroplane. Sixty adver- 
lisers took colour spaces and over 
200 others black and white. 

* * * 

The issues of the Jewish Chronicle 
dated September 17, 24 and 
October 1 will mark the period 
covering the Jewish Year and Day 
of Atonement. The New Year 
number published on September 24 
will be enlarged to over 50 pages 
and will contain greetings from the 
world over. During October all 
issues will carry supplements of 
various kinds, 

+ * oa 

A 74-page supplement on 
Domestic Textiles was included in 
Drapers’ Record last week. 


Enlarged format 


The format of Domestic 
ment Trader is being enlarged from 
November, giving an increase in 
type area of 88 per cent. The new 
overall measurement will be 114 in. 
by 84 in. Advertisement rates will 
be increased by W per cent. 

* * * 
Grocers’ Gazette published a 
had oy supplement on the Food 

Fair last =. 
* * 


Power , Britain & Over- 
seas, i8 organising a 2nd Irish 
Power Farming Conference at the 
Four Provinces House, Dublin, on 
October 13 and 14—immediately 
following the world loughing 
championship contest at Killarney” 


TRAPINEX 


FOR TRANSFERS 


Service 


and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


| cent, 


E. 


The front cover of the October 
issue of Shopping. 


From the November issue the 
title of Shopping magazine will be 
changed to Woman and Shopping. 
Reginald Simpson, for many years 
editor of the Sunday Graphic and 
Sunday Chronicle, has been ap- 
pointed editor and managing editor 
of the magazine, which is published 
by Argus Press Ltd. 

* a + 


Next week's The Times Literary 
Supplement will be an American 
Literary Number with 120 pages. 
Fifty articles will deal with almost 
every aspect of contemporary 
writing and book production in 
America. It will sell at the normal 
price of 6d. 

[7 + * 


A 228-page October issue of 
The Caravan, a Motor Show num- 
ber, will be the largest . editorial 
issue ever. 


Area breakdown 


A new sales breakdown of 208 
and View magazine shows that 30.5 
per cent of the total circulation of 
217,349 is distributed in London 
and the Home Counties. North- 
East England accounts for 16.9 per 
orth-West 13.9 per cent, 
Midlands, 13.4 per cent, West 7.6 

, East Anglia 4 per cent, 


| ges cent 
otland 9.4 per cent, Wales 2.5 per 


cent, and Northern Ireland 1.4 per 


cent. 
* * 
The October issue of Popular 


Handicrafts will contain the first of 
' @ mew series on leather work for 


beginners. 
+ * o 
A lipstick for one shilling, post 


| free, and Simplicity patterns for a 


suit, blouse, classic blouse and skirt, 


| at 2s. each, will be offered in this 


week's issue of Woman. 
* * 


Sir Walter Puckey, president of 
the Institute of Production Engi- 
neers, has contributed an article to 


| the first issue of the new monthly 
| Communications 


tions and Electronics, to 
be published next Friday by Hey- 
waqod & I ae Ltd. 
+ 7 
A detachable eight-page supple- 
ment of original furnishing pieces 
will be included in the October 
number of Everywoman. It will 
give diagrams and instructions for 
making a lampshade, a plant stand, 
rugs, cushions and other articles 
each created by a celebrity. 
* * * 


The Journal of Commerce and 
Shipping Telegraph published a 28- 
page supplement to mark the 
maiden voyage of the new Cunard 
liner * ‘Sexonss.” 
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ing features for Carpet F 
+ * + 


Clacton has secured 850 coiumn 
inches of editorial publicity in 
national newspapers, London and 
leading provincial newspapers since 
the beginning of the year. 

+ . 


St. Clements Press horticultural 
society held a flower, fruit, and 
vegetable show on Monday. 

* . 


Colin Turner (London) Ltd. have 
been appointed sole British and 
European representatives of the 
Daily Argosy of Georgetown, British 
Guiana, as from October. 

. o * 

D. A. Goodall Lid. have been 
appointed advertisement representa- 
tives in Britain by Motor Publica- 
tions Inc. of Washington DC, pub- 
lishers of Speed Age and Car Life. 


Demonstration 


Arrangements for a press demon- 
stration of the Allen leaf sweeper 
at Cowley were made by Howard 
Bull Advertising, the agents for 
John Allen. 

+ * 

Brevitt Shoes are planning special 
window displays rep local editorial 
publicity to announce the appoint- 
ment of a new travelling fashion and 
fitting consultant who will be visit- 
ing stockists throughout the country. 

* * 7 


A British Standard has been 
drawn up for waterproof drawing 
inks. 

* 7 * 

Membership of the Incorporated 
Sales Managers’ Association now 
totals 4,438. 

* * . 

A 32-foot-long mobile show van 
is being sent to Canada and America 
by George W. Horner & Co., Ltd., 
makers of “Dainty Dinah” and 
“Boy Blue” sweets, to aid the firm's 
export drive. 


Explanation 


Competition in the newspaper 
industry is sufficiently keen to en- 
sure that the question of sales, 
rather than any concerted propa- 
ganda policy, is always paramount, 
John Sherret, commercial editor, 
Glasgow Herald, told the Rotary 
Club of Glasgow. 

* * * 

Aberdeen Corporation Transport 
Committee has confirmed its deci- 
sion not to allow either religious or 
political advertising on buses or 
trams. 


* * - 

T..S. Sopel, head of Marks & 
Spencer sales development section, 
has presented cash prizes to winners 
of the organisation's house sign 
competition, which attracted over 
400 entries. 

* - * 

A series of five exclusive articles 
on joint consultation in the gas 
industry, which were published in 
Gas Times, have been reproduced in 
booklet form with a foreword by 
Col. Sir Harold Smith, chairman of 
the Gas ere 

* * 


A. W. Newton Lid., outdoor 
advertising specialists, are opening 
a Manchester office this week. They 
already have branches in Glasgow 
and Birmingham. 
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YOUR STORY... now BY AIR across the world 
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YOUR STORY is the link between Press and Industry 


YOUR STORY now 
provides Editors the world 


a7 Z ZL AL | 
CJA LLLALL 


VLLALL LE LL 
Cir i ti 


over with interesting stories about or 
connected with British industry and com- 
merce. The new Overseas Airmail Edition 


reaches thousands of Editors whose readerships 

go into many hundred millions @ YOUR STORY does 
more than export British prestige. The bona fide 
editorial publicity which it obtains in the Press through- 
out the world is a vital factor in promoting the exports 


of British goods and services @ At home, each issue 
of YOUR STORY obtains several thousand column 
inches of editorial space for its sponsors in com- 

merce and industry who have interesting 

stories to teli to Britain's Press. Abroad 
the demand for British stories 


is even greater. 


YOUR STORY is published by Perry Press Productions Ltd. 
For full details write to: The General Manager, Your Story, Standbrook House, 2-5 Old Bond Street, London, W.!. 
Telephone: Grosvenor 8346 (4 lines). Telegrams: Imprint, Piccy, London. 
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Double footwear drive by 


John White Ltd 


Plans have been announced for John White Footwear Ltd.’s autumn 
campaign, which it is claimed will be unique in that there are to be 
eager pas running concurrently for two different ranges of 


White's 


Both Lam are being handled by G. 8S. 


» Royds Ltd. Large spaces 


in most types of press media will be used in both cases, backed by display 
and point-of-sale material and electrical illuminated signs. 


Leaflets explaining the two drives, 
one for Plexor and the other for 
Real Calf, have gone out to over 
5,000 John White stockists. : 

Half-pages for the Real Calf 
range will appear in the Daily 


Bluebird plan 
Star Cards 


Trade press advertising has an- 
nounced the first set of Bluebird 
Stockings’ Star Cards—coloured 
portraits of 25 film stars—which 
are now being inserted in the stock- 
ing packs. Agents for Bluebird are 
Gee Advertising Ltd. 

Other stocking advertising is being 

lanned for the autumn months for 

andra nylons, handled by Haig- 
MeAlistair Ltd., and Valtex nylons, 
which is being placed by John 
Haddon & Co., Ltd 

Both campaigns will use selected 
women's and national magazines. 


Mirror and News Chronicle, with 
other large spaces in the Radio 
Times, the remainder of the national 
dailies, the national Sundays and 
the aan pagent in Scotland and 
Northern Ireland 

The Daily Express and ne 
Herald will carry xor half- 
and a list similar to the Rea if 
schedule will carry more Plexor large 
spaces, Trade press announcements 
PO mane _ spreads in two 

colours—have already appeared for 
both campaigns. 

Other shoe manufacturers are also 
ready with their autumn sales drives. 
Adams Bros. & Shardiow Ltd. have 
booked spaces in the nationals and 
the leading women’s magazines for 
Liberty Shoes Ltd., of Leicester. 

On September 17, the Denson 
campaign will be opened with a full 
pase in the Daily Herald, booked 

their agents, S. Caplin Ltd. 


is will followed with regular 
large spaces through the season until 
the spring in the Daily Mirror and 
Daily Express. 


John White's half-page for Plexor. 


‘Biggest-yet’ - 


lighter drive 


The biggest-yet advertising cam- 

ign for the Silver Match butane 
figh ghter has been announced. It will 
run throughout the Christmas 
season. C. J. Lytle Ltd. are the 
agents. 

An addition to the Silver Match 
range will also be available during 
the gift season. It is cigarette case 
combination—claimed to be the 
only butane lighter case. 

Large spaces will be used 
throughout the campaign, and will 
appear in the national dailies and 
weeklies, the London evenings, and 
Lilliput, Punch and Esquire. 


More gift sets 


Greater production facilities are 
being given this year to the 
ged Christmas gift sets and 
soaps from the Cusson 
range. This is to help meet the 
heavy demand expected following 
an increased schedule of Christ- 
mas advertising for the pee. 
For both the gift sets and the boxed 
soaps, a full-scale series of full 
pages in colour has been booked 
in leading magazines by agents 
hard Potts & Partners Ltd. 
Trade press advertising has 
already begun. 

Dealer aid material has been pre- 
pared including counter cards in 
the form of labels which read 
“Give Cussons toilet luxuries in 
party dress.” 


ENT ADVERTISING AT A GLANCE 


Accounts 


WALLIS FASHION SHOPS for 
Conroy Wykes Advertising Ltd. 
Campaign in Woman's Own and 
provincial press. 

PARKER PIPES LTD. for D. H 
Brocklesby Lid. Campaign in 
top-class publications. 

R. and A. G. CROSSLAND LTD., 
and Crossiand’s (Rugely) Ltd. for 
G, Street & Co., Lid. 

T. M. BIRKETT, BILLINGTON & 
NEWTON LTD. (Non-Ferrous 
Foundry), for S. C. cock Ltd 
from October 1. 

GESTETNER LTD. blic_rela- 
tions and editorial publicity 
account) for John Hurd. 

SHANNON LTD. for G. J. Smith 
Lid. from November |. 

CLIFTONS (FASHIONS) LTD. 
and John Selby Ltd. for F. John 
Roe Ltd. 


Campaigns 

LYONS READY-MIX SUET PUD. 

DING, using full and half- 
in women's journals (Serv 
Advertising Ltd.). 

TUDOR TOBACCO, using Siar, 
and display and of sale. 
(Basil Butler Ltd.). 

BEV, using national dailies and 


duct (J. M. Greenwood Advertis- 
ing Ltd.). 


PLATERS & STAMPERS LTD. 
using national dailies and maga- 


zines for  Presti Sky-line, 
Ovenex and Kumfi-Kut campaigns 
(C. Barker & Sons Lid.). 

CROOKES HALIBUT OIL, using 
national press for winter cam- 
‘ ~ 4 (London Press Exchange 

) 

JOHN WHITE FOOTWEAR LTD. 
using large spaces in nationa 
dailies and weeklies, ovincials 
and trade press for Plexor and 
reel Calf campaigns (G. S. Royds 

=e 

LIBERTY SHOES LTD., using 
nationals and women's magazines 
(Adam Bros. & Shardiow Lid.). 


DENSON, using full page in Daily 


Herald, and lar ces in Dail 
Mirror and D. xpress (R. 
Caplin Ltd.). 


TANDRA STOCKI using 
selected women's journals. (Haig- 
McAlistair Ltd.). 

VALTEX NYLONS, using selected 
women's journals and provincial 
—~ (John Haddon & Co. 

) 


BLUEBIRD STOCKINGS, using 
trade press to announce Star 
Cards (Gee Advertising Ltd.). 

RAYBURN HEATERS, using 
Radio on magons! dailies oa 


(O'Kennedy Brindley Ltd.). 


SWALLOW RAINCOATS, using 


Daily Express ¢-page, large spaces 


in Daily Mail, Picture Post and 
Illustrated (Mundy, Gilbert & 
Troman Litd.). 

GHILLIE WATERPROOFS, ae ae 
Woman and Woman's Own (S 
Benson Ltd.). 

CHIVERS OLDE ENGLISH 
MARMALADE, using selected 
national weeklies and dailies, and 
magazines (Smith Advertising 
Agency Litd.). 

GREEN’S SPONGE MIXTURE, 
using national dailies, selected 

ines, filmlets, bus posters 
display material (First Inter- 
nalicaal Agency Lid.). 

MORNESSA women's coats and 
suits, and Furzies skirts, using 
women's magazines (Conroy 
Wykes Advertising Ltd.). 

SUPER SMOOTHWELL IRON, 
using quarter pages, etc. in 
selected women's and national 
magazines to announce new pro- 
duct (Ripley, Preston & Co. 
Ltd). 

WOLSEY GRIP-TOPS and WOOL 
AND NYLON MESH UNDER- 
WEAR, using large spaces in all 
types of press media, and point- 
of-sale (Cecil D. Notley Advertis- 
ing Ltd.). 

BENEDICT PROCESSED PEAS, 
using national dailies and week- 
lies, women’s and selected maga- 
zines (Erwin Wasey & Co., ). 

SILVER MATCH, using large 

ces in national dailies and Sun- 
ys, London eveni and 


for 
J. Lytle Ltd.). 


CUSSONS, using full pages in 
colour in for Christmas 
campaign (Richard Potts & Part- 
ners Ltd.). 


CAMEO, using leading women's 
journals to announce new toilet 
roll (Goddard, Watts Ltd.). 


UWIN SPORTSWEAR (Douglas 
Warne Lid.) using national and 
trade press, direct mail and point- 
of-sale (Lucien Advertising Ltd.). 


BATCHELORS SOUP MIX, using 
national, provincial and trade 
press, weeklies and women's 
magazines, and filmicts + (Foote, 
Cone & Belding Ltd.). 


IRISH ELECTRICITY SUPPLY 
BOARD, using filmlets (Cinema 
& General Publicity Ltd.). 


PYREX, using large spaces in 
national press, and colour spaces 
in magazines for autumn and 
Christmas 


(Stuart Ad- 
vertising we 


LEE TARGET MOTH-PROOF 
WwooL, using extensive list of 
women’s magazines, trade papers 
and dealer advertisi _— 
press (Auld & Tilbury 


ASSOCIATED BRITISH iin 
MAS, using London evenings and 
local press for special five-week 


Service Ltd.) 
RICARLO WI using local press 
and pointof. test cam- 
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*‘Where’s Fred?’ 
rings a bell 


Memories of the pre-war Lyons 
campaign “Where's George? 
Gone to Lyonch” were revived 
recently by the first of a new 
series of Lyons advertisements, 
penene by Service Advertising 


‘The ad was headed “Where's Fred? 
Gone to have a Bev.”’  Illustra- 
tions of a BBC microphone, a 
garden fork and a marrow accom- 
panied this, and readers could 
thus assume that the “Fred” 
referred to was Fred Streeter, 
BBC gardening expert. 

The series will continue, using the 
Christian names and illustrations 
suggesting the activities of about 
ten famous personalities, 

Spaces booked for the Bev cam- 
paign include 11-inch triples or 
corresponding insertions in 
nationals and London eveni 
and selected women’s weekly a 
monthly magazines. 

Another ~~ @ which Service 
Advertising Ltd. are handling for 
Lyons is for their Ready-Mix Suet 
Pudding. A series of full and 
half-pages is to break in selected 
women’s journals Cura Deeeae. 
and they will run until rch. 


Fillery agents 
Janus Ltd., of Dublin, have been 
appointed to handle the advertising 
for Walkers Lid., the sole distribu- 
tors of Fille electric domestic 
appliances in Eire. Advertising for 
illery in the United Kingdom is 
handled by Saward Baker & Co., 


IN THE ENGINEERING 
INDUSTRIES 


‘The Engineers’ Digest”’ 
is definitely read by tech- 
nical 


executives who 
decide the buying of ma- 
terials and equipment in 
the leading engineering 
concerns in Great 
Britain and overseas. 
Ask for particulars of 
our coverage of the mar- 
kets in which you want 
to sell. 


ENGINEERS 
DIGEST 


120, WIGMORE STREET, 
LONDON W.1I. 


Telephones 
WELbeck 9357 & 6263 
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New ‘competitive’ 
electric iron 


For the first time ever, Premier 
Electric Heaters Ltd., part of the 
AEI group, are to market an electric 
ag at a competitive price. It costs 


. 6d. 

Advertising for the new iron, the 
Super-Smoothwell, has _ alread 
appeared in Woman and Illustrated, 
and spaces have been booked by 
agents Ripley, Preston & Co., Ltd. 
to appear in similar journals in the 
near future. : 

The consumer advertising will 
continue until November. Trade 
press advertising will a 
throughout this and next in 
the electrical press. 


More colour ads 
for Pyrex 


Full-scale advertising in the 
national press for Pyrex oven table 
ss is being resumed this month 
y James A. Jobling & Co., Ltd. 
Bigger pians than ever before have 
been made for national and colour 
advertisements throughout the 
autumn and the Christmas period. 
New oval casseroles will shortly 
be launched backed by a record 
oven glass advertising campaign. 
Pyrex as Christmas presents will be 
theme of the advertising in 
November and December. 
campaigns are handled by Stuart 
Advertising Ltd. 


Wolsey’s ‘wool and 


nylon mesh’ 


In addition to the campaign for 
Grip-Top socks—which breaks on 
Monday with a half-page in the 
Daily Express—Wolsey are 
autumn introducing a wool and 
nylon mesh range of underwear. 
Large bog pee the cam- 

ign for range will appear io 
the nationals and Sundays, and in 
the leading provincial papers, maga- 
zines and women's journals. 

Feature of the Grip-Top drive is 
the now-famous Indian boy } oi 
forming the Indian rope-trick. i 
will appear in at least one form in 
all the press announcements, and 
point-of-sale material will also incor- 
porate the idea. 

Wolsey’s agents are Cecil D. 
Notley Ltd. 


New tobacco 


Four Square have launched a new 
tobacco for cigarette rolling, called 
Tudor. For the next two months, 
a weekly six-inch double will appear 
in the Star, supported “1 point-of- 
sale and display material. 

For the present, distribution 
covers only London and the South 
of England. Agents for Four 
Square are Basil Butler & Co., Ltd. 


Gestetner change 


Gestetner Lid. have appointed 
John Herd and Co. to handle their 

blic relations and editorial pub- 

ity. Preliminary activities will 
be centred around press arrange- 
ments for the 1954 David Gestetner 
Centenary Year. 


Matinee cigarettes 

Technical and General Adver- 
tising Agency Lid. 
associated with London Press 
Exchange Lid. are handling the 
advertising for Lambert and Butler's 
new tipped cigarettes—Matinéc. 


THE 
SCOTSMAN 


The Scotsman is read daily by the most 
influential people in Scottish business 
and social circles. These readers have 
the means to purchase the quality goods 
and services advertised in its pages. 


SCOTLAND’S NATIONAL NEWSPAPER 


Member A.B.C. 
North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.CA 
~—-—--- —? 
MERCURY : 21572" 
2 SILKSCREEN 
DISPLAYS e EXHIBITION 
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LIMITED @ METALWORK 
WORKS & ADMINISTRATION © PLASTERCASTING 
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NET SALE 


WESTERN INDEPENDENT 


WESTERN INDEPENDENT and SOUTH DEVON TIMES 
RATE CARD with full details & Circulation Breakdown from 
Cc. H. CHISLETT, 7 ALTON TERRACE, PLYMOUTH 1.212344 


LONDON OFFICE : D. L. CLACKSON, 60 FLEET STREET, E.C.4. Tel. CBNeral 2626 
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Big advertisers will 


use 


slogans in braille 


Regular advertisers in “Family Doctor” have entered a 


scheme to support the braille edition of the 


whose 


future has been endangered by lack of funds. As a result, 
what is believed to be the first advertisements in braille in the 
world will be produced regularly from next month. 


The Scottish Braille Press, 
Edinburgh, have published inde- 

ndently an edition of Family 

octor for the blind ever since 
the magazine was launched by 
the British Medical Association 
in April, 1951. 

The Family Doctor have co- 
operated by supplying advanced 
page lis of editorial copy so 
that t braille edition is pub- 
lished on the same day as the 
ordinary issue. Except for the 
readers who dictate the copy to 
the compositors all the employees 
of Scottish Braille Press are 
blind, as well as the managing 
director. 

Braille printing is expensive 
but as most blind people are often 
handica —_ for money the 
braille Family Doctor has been 
sold all over the world at Is, 6d., 
the same price as the normal 
edition. 

Now Brian Edsall, the general 
manager of Family Doctor, has 
asked his advertisers to give £20 
a year towards the production of 
the braille edition. 

“It is impossible to produce 
display advertisements in braille 
but each firm contributing will 
be able to have a slogan and a 
message printed in a column 
headed: “The following regular 
advertisers of Family Doctor are 
supporting this braille edition’,” 

said, 

Advertisers who have already 
promised support include : Triang 
toys, Viyella, Pedigree prams, 


Rayburn boilers, Oxo, G.E.C., 
Bourn-vita, Kleenex, Milton, 
Bovril, Norvic shoes, Torbit 
Lactic oats, Guinness, Mega- 


zones, Aertex, Scotts baby food, 
Harrington Squares (napkins), 
Prudential insurance, Bemax, 
Lux, Lifebuoy, Cintique chairs, 
Tampex, Robinson's _ barley 
water, Stork and Ovaltine. 

The slogans to be printed in 
braille will include “Robinsons 
barley water for health and re- 


freshment,” “Ovaltine, the world’s 
most popular food beverage and 
the world’s best night cap,” 
“You're air-conditioned all the 
year round with Aertex,” “Guin- 
ness is good for you,” “Bovril is 
deliciously rich in the goodness 
of beef—people have been enjoy- 
it for over 60 years” and “Where 
there’s cooking there’s Oxo.” 

Between 600-1,000 copies of the 
braille edition are printed each 
month. But readership is esti- 
mated to be much higher. “Blind 
people are well organised. In a 
town they all know each other 
and circulate their reading 
material amon themselves,” 
said Mr. Edsall. “As a result 
of the advertisers’ support the 
deficit incurred in the printing of 
Family Doctor for the blind will 
soon be wiped off.” 

The Scottish Braille Press also 
publish a weekly sports paper, a 
monthly women's magazine called 
Madam, and a monthly literary 


magazine. 


Nursery rhyme in 
animated display 


Placed so as to fit in with the 
Corporation's illuminations at 
Cleethorpes, Lincolnshire, is this 
animated display for Jubilee 
Stout, based on the Jack Spratt 
nursery rhyme. 

Some 115 ft. in length, and 
14 ft. 6 in. high, the display was 
devised and produced for Hope 
& Anchor Breweries Ltd., Shef- 
field, through Outdoor Publicity 
Lid. by Dominant Sites Lid. 
with the co-operation of Russell 
Signs Ltd., Fisher Brothers Ltd. 
and Berkeley Electrical Engineer- 
ing Company, Lid., under the 
direction of G. E. Webb. 

At night the animation is pro- 
vided by means of coloured sign 
lamps and ground floodlights 

nchronised to illuminate the 
isplay in stages. 


Book Trades Fair 


All but half a dozen stands 
have been booked for the 1955 
Stationery and Book Trades 
Fair to be held at the Horti- 
cultural Hall, London, from 
February 28 to March 4 rext 
year. 

The exhibition, the first of its 
kind in London, has _ been 
organised by National News- 
agent, Bookseller, Stationer. Sir 
William Darling, M.P. for Edin- 
burgh South, will open the ex- 
hibition. 


‘People who spark America’ are 
subject for readership survey 


How the key leaders in busi- 
ness, industry, government and 
the professions read and rate six 
leading American magazines was 
the object of a research spon- 
sored by US News and World 
Report. 

findings of the survey 
entitled “The Preferred a 
of the People Who Spar 
America” were based on mail 
survey samples selected from 
162,991 names listed in basic 
directories and other sources. The 
actual survey samples totalled 
33,075 or one out of five of the 
total estimated “leaders” of 
American commercial and politi- 
cal life. 
The magazines covered were 


Business Week, Fortune, Nation's 
Business, Newsweek, Time and 
US News and World Report. 

Time headed the combined 
total readership table with 51.9 
per cent, followed by US News 
and World Report (41.7 per cent), 
Newsweek (32.5 per cent), Busi- 
ness Week (27 per cen‘), Fortune 
(21.6 per cent), and Nation's 
Business (19.1 per cent). 

US News and World Report 
was described as the most useful 
magazine in their work by 35.9 
per cent who answered the ques- 
tionnaire, Business Week by 22.3 
per cent, Time by 21.7 per cent, 
Newsweek by 11.1 per cent, For- 
tune by 5.2 per cent, and Nation's 
Business by 3.8 per cent. 
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TATTOO CROWDS 
SAW ADS ON 
AIRPLANE 


Following complaints by spec- 
tators at the military tattoo on 
Edinburgh's Castle esplanade that 
a Sky-Neon Ltd. airplane with 
a brewer's sign beneath its wings 
“buzzed” the tattoo, the firm 
has been assured by the Town 
Clerk, Sir John Storrar, and the 
G.o.C. Scottish Command, Lt.- 
Gen. Sir Colin M. Barber, that 
the airplane did not fly over the 
tattoo. 

The plane was under contract 
to the local brewers, William 
McEwan & Co., Ltd, and 
carried the neon-lighted slogan 
“McEwan’s Beer is Best” beneath 
its wings. Spectators who com- 
plained said that the noise of the 
plane’s engines drowned the 
sound of the bagpipes playing a 
lament from the Castle battle- 
ments. 

The flight was the only one 
made by the-airplane over Edin- 
burgh. The remainder of the 
contract—for ten hours’ flying 
time—is to be carried out over 
Glasgow. 


Sweets poster 
. es, s 
is criticised 

Vigorous criticism of the pub- 
licity policy of the National 
Union of Retail Confectioners is 
contained in an article in the 
; < seed issue of Confectionery 

Pp. 
Commenting on a poster issued 
by the NURC urging the public 
to buy their sweets from a regis- 
tered confectioner, columnist 
“Tough Customer” writes: 

“If you really want to con- 
vince the public that NURC 
shops are better than others, you 
must give a good reason. Surely 
the story should be that an 
NURC retailer is a responsible 
retailer. That his goods are stored 
in hygienic conditions. To put 
that story over forcibly, a poster 
isn’t enough. It’s a problem for 
the public relations experts. The 
Union's code of hygiene should 
be exploited. Campaigns should 
be aimed at editors of local news- 

rs. Someone should start an 
NURC Clean Food Club. And 
the time to hit the public is in 
the late summer, when the polio 
scare is at its peak. 

“As for the design of this 
poster—well ! ... Red and black 
are not the colours of confec- 
tionery. Sweets are gay and 
gracious—and sweet.” 


Hobbies Exhibition 


Jim Peters, Marathon runner, 
will to-day (Thursday) open the 
second International Handicrafts, 
Homecrafts and Hobbies Exhibi- 
tion being held at Empire Hall, 
Olympia, until September 23. 

A large-scale model of the his- 
toric course from Marathon to 
Athens will be shown on the plat- 
form. The Exhibition is expected 
to attract 250,000 visitors. 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panei inch. All other 
COPYWRITER : 456. per display panei oe. Minimam, 3 lines, Box Ne. 
postage, etc. Series rates on application : all 
FOR advertisem en insertions MUST BE PREPAID. Address ** Advertiser's 


Weekly.” 180 Ficet Street, London, E.C.4. CHAacery 8844 (Ex. 25). 
GEORGE NEWNES 


. APPOINTMENTS VACANT 
PUBLICITY 


Situations Vacant : “ The aoe of persons answering these advertisements must 
Office of the 
Outstanding opportunity 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION MAN 


This is a job in a small growing 
agency where he will have 
responsibility and welcome it! 
Therefore, he will need a good 
knowledge of typography and 
rocess. He'll really be ‘ some- 
in the agency and work 


perienced man (28-35) with a sound 
advertising approach and the ability 
to write good selling copy with punch 
and imagination on a wide variety of 


of ; 
for ex- oe 8-64 ® y 
provisions of the 


from the 
of Vacancies Order 1952." 


with chaps who will appreciate his 
efforts. if he wants to develop 
any other talents he will not be 
restricted. Why not have a chat 


famous periodicals in press advertise- 
ments and other sales promotion 
media. 


The appointment offers a permanent 
and — position to the right 

xcellent working conditions 
ond. amenities— Pension Scheme—S-day 
week. Replies in strict confidence 
Stating age, experience and salary 
required to the 


Publicity Production Manager, 
GEORGE NEWNES, LTD., 


Tower House, Southampton Street, 
Strand, London, W.C.2 


with us? 


BRITISH EUROPEAN AIRWAYS 


invite applications for the post of 


ADVERTISING MANAGER 


The duties include the contro! of all B.E.A. advertising at home and overseas. 
Applicants must have a wide knowledge of all forms of advertising, and of 
export advertising. This is a senior appointment and the successful applicant 
must show evidence of considerable administrative ability and previous 
managerial experience. Salary according to qualifications, but not less than 
£1,750 p.a. The successful applicant will be required to pass a medical 
examination and to participate in the Pension Scheme. Applications, giving 
full details of age, education, previous employment, present appointment and 
salary to Chief Personne! Officer, 8.£.A., Keyline House, Ruislip, 
Middlesex. 


Box 8698 
Advertiser's Weekly 180 Fleet St EC4 


CHEMICAL MANUFACTURERS, cast 
of London, require an assistant display 
artist (male), Applicants should be 
capable of designing displays and of 
preparing working drawings, colour 
perspective sketches, construction of 
model and full-size display units, ete. 
Good lettering and art school training 
essential. Age 20-30. Salary will be 
according to qualifications and ex- 

ience Contributory pension scheme. 
ive-day week Canteen facilities. 
Hag ¢ 7, giving full details, and quoti 
Ad. Weekly 180 Fleet 5: BC 
VISUALISER to work mainly on techni- 
cal accounts, required by small agency. 
— articulars to 
x 6671 Ad. Weekly 180 Pleet St BC4 


REQUIRED 
EXPERIENCED 
GENERAL ARTIST 


with flair for high-class 
constructional Showcards and 


YOUNG LADY required to assist in 
Space Department of West End Adver- 
tising Agency. Must be good at 
figures. 9.30 to 5.30. No Saturdays. 
Canteen ply in own handwriting to 
Box 8677 AP Weekly 180 Fieet St EC4 

SILK SCREEN PRINTERS in West 


PROCESS ENGRAVERS’ Invoicing and 
Estimating Clerk, legible handwriting. 
Apply by letter to the Half Tone 
Engraving Co., Lid., | Farringdon 

_ Road, London, E.C.1. Artists also General Artists for 

EXCELLENT OPPORTUNITY for boy nap o aw yell Very good salary for 
just leaving art school to enter film very 


Lenden W.!. Studio requires one 
or two really top line Letterin 


Cut-Outs, 


Write or 'phone : 
Advertising Display Ltd., 
46 Charlotte Street, W.! 

LANgham 5351-2 


FIRST-CLASS LETTERING 


be ys JOURNALIST required to 
work, 

ag o Saat oe ok 
Publicity Department of « large elec- 
trical img Organisation on 
xperience of this 


ications 
suitable 
training given to, someone capable of 
writing mglish and willing to 
absorb semi-technical information con- 

cerning « variety of interesting pro- 
. Salary re- 


Merseyside. Some ¢ 
work is an advantage, but ap 
will be considered from, ond 


good EB 


ys Apply, stating 
quired and particulars of past ex 


ence, to Box 122 Dorland Advertising 
, 18-20 Regent Street, London, 


FREE INTEREST. We need an Adver- 


se Salesman for export journal. 
The right man will get an interest free. 


Box 8482 Ad. Weekly 180 Pleet St BC4 
ah CLERK required oy Bapent 


of 


nalism advantageous. 


Age 24-30. 


Gy 
Box 8497 Ad. Weekly 180 Pleet St EC4 


London area require experienced 
Representative Write, in confidence 
Stating age, experience, connection if 
any, and terms required, to Managing 
Director 
Box 8672 Ad. Weekly 180 Fleet St BC4 
/LAYOUT- 
MAN wanted by established Studios 
Must have Agency experience. Five- 
day week. according to ability 
and experience. rite, gf full de- 


tails, to 
Box 8518 Ad. Weekly 180 Pleet St BC4 


TEM. 8610 


ADVERTISING 
MANAGER 


required by national advertiser of 
toilet products 25 miles north of 
London. Besides usual depart- 
mental duties must be able to 
create and produce point-of-sale 
show material, and sales promo- 
tion print; also help design 
products and packs. Age 25 to 

preferred. Either sex. Write 
giving age, salary, experience to 


Box 8717 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE 
EXECUTIVE 


A vacancy occurs for an executive to 
assume direct responsibility for the 
creative work of Glaxo Laboratories’ 
Advertising Department. Applicants 
with sound agency training will be pre- 
ferred and must be able to co-ordinate 
and stimulate the Department's Studio 
and Copy teants and place and guide 
modern artwork, typography and 
photography. Good experience with 
ethical publicity material for medical 
and allied professions is very desirable. 
The post is a senior one, progressive 
and pensionasle. Write, giving details 
of career, age (above 35 preferred), 
qualifications and present salary, to the 
Senior Personnel Officer, 


GLAXO LABORATORIES LTD., 
Greenford, Middx. 


AN INTERESTING VACANCY exists 


for a man with ability to produce 
advertising layouts and finished art- 
work. A knowledge of the agricultural 
world would be an advantage 

work will be in and near London and 
carries a good salary — nsion 
rights. Write to Box No 7988, c/o 
Charles Barker & Sons, Ltd., 31 Budge 
Row, London, E.C.4 


industry in diagram department of 
Rayant Pictures Ltd., Wembiey Film 
Studios, Wembley Park, Middlesex 
WEM. 6111. Interested applicants 
please write or telephone for appoint- 
ment. 


good m 
Please write full details of experience, 


etc., to 
Box 6651 
Advertiser's Weekly 180 Fleet St EC4 


Senior 


Senior 


Visualiser 
Copywriter 


to work as a team 


They must be first-class creative men with 
at least six years’ agency experience and used to 
initiating National campaigns. 


They will form a new group in a well-known 
West End agency and will work on an interesting 
variety of accounts, many of them household 


Write Box 8693 Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


LAMBE & ROBINSON 


VACANCIES 


Recently we advertised four vacancies. 
From the many who applied for two of the 
jobs we found four first class people and 
have engaged them all. For the other two 
jobs, however, no applicant reached a high 
enough standard. So two good jobs, and 
maybe more, are still going: — 


VISUALISER 


Front rank man: front rank salary. 


TYPOGRAPHER - ADAPTER 


Some agencies seem to think that this is 
a humdrum job worth only a humdrum 
salary. We do not. The job is important 
and will be well paid. 


Or we might consider taking two bright 
young men, to work under supervision : 
but they must have had at least two years’ 
worthwhile experience. 


PHONE OR WRITE 


ART DIRECTOR 
LAMBE & ROBINSON, LTD., 
169, Regent Street, London, W.1. 

REGENT," 4762 


ALFRED BATES 


& SON LTD. 


have a vacancy for another 


LAYOUT 
MAN 


(COR WOMAN) 


Must have previous agency experience 
and be capable of producing layouts 
to any stage of finish, for a wide variety 
of interesting accounts. Excellent 
working conditions in a friendly and 
co-operative creative group. 


Write or phone for appointment 
Creative Manager 
ALFRED BATES & SON LTD. 


130 FLEET STREET, E.C.4 
CENTRAL 883! 


STUDIO 
ASSISTANT 


A vacancy occurs for an ambitious 
beginner in the studio of a teading 
London Agency. 


A young man with an inclination to art 
or a strong desire to build himself a 
career in advertising could go anywhere 
from here. 


Keenness and interest more important 
than artistic ability. 


Write to Studio Manager, Legget 
Nicholson and Partners Led., 17-19 
Stratford Piace, W.1. 


FIRST CLASS 


LAYOUT 
MAN 


We are looking for «a 
combination of freshness of 
approach and sound experi- 
ence. This place in our 
Creative Department offers 
wide scope for the applica- 
tion of both. 

Details of experience and 
salary requirements would 
be appreciated. 


DORLAND ADVERTISING LTD 


18/20 Regent Street, London, S.W.! 
Phone: WHitehall 0112 


NEWSPAPER MANAGER, Excellent 
opening London for young man with 


some experience secking promotion. 


Box 8666 Ad. Weekly 150 Pleet St BC4 
JUNIOR (male) required for Studio in 
a Publishing House of Women’s Maga- 
zines. Excellent opportunity to learn 
commercial art after an art school 


training. Write for interview to 


_ Box 8676 Ad. Weekly 180 Pleet St BC4 
GENERAL ARTIST required, able to 
carry out finished work and execute 


hs from visuals supplied. Oppor 


tunity for advancement. Write, giving 
details of training and previous 


intments. 


appo 
Box 8670 Ad. Weekly 180 Fleet St EC4 


COPY DETAIL CLERK 


required. 


Some agency experience essential. 
5-day week. Write giving full details 
of age, experience, salary required to 
Austen-johnson Advtg. Led., 44 Old 
Bond St., W.!. 


PUBLICITY ASSISTANT 
(male, under 30) 

required by leading industrial organisa- 
tion with headquarters in London. 
Applicants must possess sound know- 
ledge of adver.ising and publicity 
techniques. Agency experience and 
flair for handling “ detail’ essential. 
Salary and terms by arrangement. 
Apply Box 8674 

Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. Young intelli and 
methodical production clerk (man or 
woman) required as assistant to busy 
Production Manager in 
Agency. Interesting and varied 
accounts. Every encouragement Pa. 
Five-day week. Salary up to £6 10s. 
p.w. to start. Write age, experience 
and salary uired to 
Box 8661 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 


ASSISTANT 
required 


to work on an int 

group of National and Tech- 
nical accounts. Applicants 
should be experienced in hand- 
ling all stages of mechanical 
detail. Progressive position 
excellent working conditions, 
including Luncheon Voucher 
scheme. No Saturdays. 
Write giving full details and 
salary required to the :— 
PERSONNEL MANAGER, 
CLIFFORD MARTIN LTD., 
PICCADILLY HOUSE 
33 REGENT STREET, SWI 
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APPOINTMENTS VACANT 


ADVERTISEMENT 
MANAGER AND 
SPACE SALESMEN 
REQUIRED 


ARROW PRESS LID. 


PUBLISHERS OF: 


“PUEL EFFICIENCY ” 
“GAS TIMES "’ 
““INDUSTRIAL GAS ”’ 
“INDUSTRIAL FINISHING "* 
“ CERAMICS "’ 


require the services of 


(a) Advertisement Manager with 
wide experience and con- 
tacts. 

(b) — or more top-grade 
Space Salesmen. 

In each case the appointments 


offer unlimited scope and good 
salaries will be to selected 
applicants. 


The journals to be paproneaned 

are outstanding and rd wide 

coxerege of their respective 
elds. 


Applications with full details to: 


MERVYN R. HARLEY, 
(joint Managing Director) 
ARROW PRESS LTD., 
157, Hagden Lane, Watford 
Phone: Gadebrook 2308/9 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


- APPOINTMENTS VACANT  &§ 


LAYOUT 


MARKET 


A vacancy occurs in the Market 
Research Division of Crawfords 
Advertising Agency for a junior 
assistant, male or female, with one 
or two years’ experience, age 25 or 
under, Write giving experience, quali- 


ASSISTANT fications and salary to : 


Market Research Division, W.S. Crawford Ltd., 233, High Holborn, W.C.1. 


MAN 
REQUIRED 


by West] End Agency, to 
work on a variety of accounts. 
Must have previous experience 
and knowledge of typography. 
Box 6718 
Advertiser's Weekly 180 Fleet St EC4 


TRAINEE DESIGNER required for high 
quality gloves. Experience not essen- 


ARTIST 


required for Printers’ Layouts and 
Adaptations. Good knowledge of typo- 
raphy and Agency experience essential. 
pply to the Scudio Manager for inter - 
view, giving details of experience and 
salary required, Stephens Advertising 
Service Led., || New Court, Lincoln's 
Inn, London, W.C.2. Hol: 6051. 


COMMERCIAL ART. 
ust 


SyrtAy DESIGNER required by busy 


Deperensss Store in City. Young man 
with progressive ideas, preferably with 
similar experience. Amenable working 
conditions, five-day =a. Pull par- 
ticulars, in confidence, 

Box 8662 Ad. Weekly 180 Fleet St BC4 
Representative 
required have connection 
amongst art buyers. Highest remunera- 
tion, possible directorship for success- 
ful applicant. First-class work and 
service offered at reasonable fee; 
Box 8669 Ad. Weekly 180 Fleet St BC4 


tial but applicant must have ability 
for creative work. Worcester district. 
Box 8665 Ad. Weekly 180 Pieet St BC4 
EXPERIENCED LETTERING ng 
(male) required for London 
Good salary and pleasant L.A 
conditions 
Box 8667 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED VOUCHER CHECK. 
ING CLERK required by Masius & 
Fergusson Lid Must be conversant 
with home and export advertising. 
Write, giving full details, to The 
Secretary, Masius & Fergusson Lid., 
169 Piccadilly, W.1 


TYPOGRAPHER/PRINTERS LAYOUTS 


Agency experienced man (or woman) 


at —— ~~ = yous LADY, with 

orthand and typing, 

= sfx F Production department of 

— known havering Agency. Five- 

. Hours 9 a.m. to 5 p.m. 

Salary according to age and experience. 

y McCann-Erickson Advertising 

i Brettenham House, Lancaster 
Place, W.C.2 TEMple Bar 6600 

ea ACCOUNTS CLERK, 

male, 25-40, required by established 

advertising agency Five-day week. 

State age, experience and salary 
Box 8659 Ad. Weekly 180 Fleet St BC4 


First class free-lance Lettering 
Artists also General Artists to work 
inside London W.! Studio. Terms 


end ~~ required—able to prepare good type 
by arrang mark-ups and adaptations press, 
Fullest details in confidence to periodicals and brochures. Good sense 
of layout essential. Phone for appoint- 
Box 8662 ment to a 
Advertiser's Weekly 180 Fleet St €¢4 a 


EUSton B06! 


CLERICAL ASSISTANT required 
Advertising Agency. Girl aged e/a, 
good at figures and detail work, some 
typing experience. Apply in own hand- 

, stating age, experience and 
salary required, to Pearce. 
Seward, Baker & Co., Led., “27 Chan- 
cery Lane, W.C.2. 

ARTIST - VISUALISER required for 
large advertising agency in Glasgow. 
Must have at least three years’ ¢x- 
perience in an agency or in the adver- 
tising department of a firm. 
imagination for the conception and 
execution of really ose ¢ advertise- 


Se wih 2am oer Pub 
Service Ltd., 87 ay 
Glasgow. 

EXPERIENCED 


CREATIVE 
LAYOUT 
ARTISTS 


Experienced creative layout 
artists required by old estab- 
lished and expanding London 
Agency. 
The artists we require must have 
had about 5 years’ agency experi- 
ence, a good sense of design and 
typography, and the ability to 
produce slick figure work up to 
client presentation standard. 
Apply to the Studio Manager. 
Stephens Advertising Service Ltd., 
11, New Court, Lincoin’s inn, 
London, W.C.2 
HOL. 6061 


N.S.W. 


LIMITED 


have important openings for 
young men of 22 to 24 years of 
age with sound knowledge of 
copy detail and production, as 
assistants to Account Executives 
for general liaison work with 
production and supply depart- 
ments. Some agency background 
essential, Write giving full 


details of experience and salary 
required to: 


General Manager, 
NAPPER, STINTON, 
WOOLLEY LTD. 


14-19, GREAT CHAPEL STREET 
Ww.! 


known accounts. 
standard of living. 


leave arrangements. 


EXCELLENT OPPORTUNITY 
IN FAR EAST 


Man with all-round advertising experience 
wanted for executive position with long- 
established agency in the Far East. 


Position offers very good scope for advance~ 
ment and work on group of internationally- 


Good climatic conditions go with very high 


First-class passage paid and attractive home- 


Salary: £2,000-£2,500 p.a. 


Please write (giving details of experience) for 
interview in London to 


Box 8692 
Advertiser's Weekly 160 Fleet Street EC4 
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CLASSIFIED ADVERTISEMENTS | EXRIICEIERZen 
e APPOINTMENTS VACANT 
Experienced WADDICORS 
Situations Vacant : ** The engagement of persons answering these advertisements must 
be made through » Local Office of the Ministry of Laboer or a Scheduled Employment NEED 
; LAYOUT MAN Agency if the applicant is » man aged 18-64 inclusive cr a woman aged 18-59 inclusive 
a unless he or she, or the employment, is excepted from the provisions of the ANOTHER 
ne for Notification of Vacancies Order 1952." 
& George Newnes TECHNICAL EEKLY PRODUCTION 
: Publicity W ASSISTANT 
f of highest repute 
Slick presentation roughs, with He must have some 
reasonable figure interpretation, k 
: for Netiondl’ Prese Campelgns SEEKS GENTLEMAN pee pee rey 
: and wide variety of publicity who is successfully engaged in re b 
material. Sound knowledge of Y ules but a capacity for 
‘ typography essential. Write, in SELLING SPACE thoroughness and plain 
full confidence, giving experi- " ’ common - sense is more 
a ence, age and salary required Good basic salary in first instance. 
‘ to the Publicity Production y important. 
Pg Manager, George Newnes, Write Box 1M J 5063 A.K. Advg., Write, stating experience 
a Ltd., Tower House, South- 212a Shaftesbury Ave., London, W.C.2. and salary expected to Mr. 
: on wy. geet, Strand, Lon- Scarborough, Waddicors, 38, 
: lion, W.C. Park Street, W.1. 
oe ADSI ASST ANS me by 
~ ALLARDYCE PALMER require Pro- go-ahead Midland Manufacturer doing 
oe duction Man, age 22-25 ponte Excel- own advertising (no agent used). Rare Leading West End Agency 
ie: lent opportunity for advancement. portunity for man with all-round : 2 
a Pension scheme Five-day week : lity who age working a now expanding its 
Ny Appiy, giving full particulars, to epartment with minimum supervisi 3 
| . d who can produce his own press Production Department 
x wor ee ke eee ads., leaflets, folders, catalogues, etc., ‘ P REPRESENTATIVE 
* YOUNG WOMAN, 20/25, some adver- ann he nd finish. Write, giving full requires an 
i e tising department or agency production articulars, to > a oe 
4 ex wienes, is needed by manufacturers mx 8653 Ad. Weekly 180 Fleet St EC4 EXPERI ENCED REQUIRED 
- ‘est End Advertising .- Appli- GENERAL ARTIST, experienced, re- 
7 cants should be able to handle con- uired by West End Agency. Good 
siderable detail, type and compose 7 d 4. lett d finished art With d k led 
. able ° at 1 ettering ar S| 
a good letters, Hours 9-5.30. No Satur- work “for reproduction in line and tone P R 0 D U CTl 0 " tn soun nowledge of 
) days. Congenial conditions, Ring for press advertisements, etc., essential negotiating prominent sites 
3 MAY 3001 for appointment Write, first instance, experience, age, MAN 
GENERAL ARTIST, ex lettering, to Studio —y b> } nd —_- for well-known outdoor 
layout, displays, wanted West End tising Agency Lid., 1- i ace, . 
Box 8660 Ad. Weekly 180 Fleet St BC4 Oxford Street, W.1. He will be responsible for Advertising Company Lon- 
, the production on a Contact don and Home Counties. 
; group’s National and Tech- Salary, Expenses and Com- 
AN EXPAN Di NG nical accounts and will work mission, Write stating quali- 
in very close liaison with the fications. 
if group’s Account Executive. 
: AGENCY ABROAD 
- Good prospects, 5-day week, Box 8673 
‘4 congenial conditions, Please Advertiser’ 
e. vertiser’s Weekly 180 Fleet St EC4 
g needs a young man send brief details of your 
a, 5 career, stating salary required, 
iS possessing the ability and enthusiasm to hold an ©: 
executive job, which, from the Outset, carries important eo  —— [REPRESENTA 
y 4. tate? . , iter 
; responsibilities. The Production Manager magazine. Connection with publishers 
a ; : an advantage. 
This vacancy presents a special opportunity toa healthy, Box 8691 Box 8664 Ad. Weekly 180 Fleet St BC4 
personable young man, 27-30, single or married, with Advertiser's Weekly 180 Fleet St €C4 | | ‘4NOU'T ARTIST. age 20/25, 8 sound 
5-7 years’ all-round advertising Lao ape _ can first-class layouts with a knowledge of 
i look forward to an interesting career with good pay seproduction and art work. Good 
a A 3 : pportunity for the right person. Write 
and allowances, generous pension, good living condi- ABSLSL ANT ABVERTMEMENT Box 8658 Ad. Weekly 180 Fleet St EC4 
tions, first-class passages and regular paid leave. old-established trade journal, Must | SPACE SALESMEN required for techni- 
w : oo be a first-class space-salesman. Four- 2. = a mg 
: siti j j i fi lary and obvio ts fi - ommi : 
tei The position = 6 responsible om involving os if page th ge Many canta’ oil ~ Write, stating full particulars of past 
bs with Africans and Europeans. The important qualif- teeanel os etstetly quudieneial, experience, to 
cations are character and self-reliance; a good Box 8715 Ad. Weekly 180 Fleet St BC4 aan ee te ee St Boe 
= : . . A , required. 
: knowledge of advertising practice in all its wpe Ability to maintain existing » office 
1 arc int: H + inistration ; an ai & ee system as important as vertising 
some acquaintance with business administ An interesting job awaits a experience. Good salary for the right 


the initiative to make the most of a very promising ope 
opening on the management staff of West Africa JUNIOR Box 8708 Ad. Weekly 180 Pleet St BC4 
Publicity Limited. 


The successful man will be given a short period of TYPOGRAPHER COPYWRITER 


training in London and take up his duties in West at A young advertising ran whe prefers 
Africa early in the New Year. Applications, in ages pen nem yg Ang bm ow 


writing and in confidence, should give full details of John Tait & Partners Ltd. agency where he'll definicely be somes 
personal history and be addressed to :— body’. He'll write honest, straight 


forward copy with all che ideas he can 


Advertiser's Weekly 180 Fleet St €C4 


Write or phone. The Art contribute on an interesting variety of 

pesca 1802 | | Director, Grand Buildings, | | | pecounes, Like co maven chas with wf 
Export Advertising Service Limited, Trafalgar Sq., W.C.2, from any point of view. 
22, Old Bond Street, London, W.1. | WHitehall 4683. Box 8697 


Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


TYPOGRAPHER 


wanted by 
PRITCHARD WOOD 


Someone with several 
years’ Advertising Agency 
experience and having a 
sound knowledge of Produc- 
tion methods. 5-day week. 
Canteen. 


Write fully giving 
age and salary required to 
H. C. Caffin. 


fF. C. Pritchard Wood & Partners 
Limited 
25, Savile Row, W.!. 


Opening (London W.1.) 
for alert and imaginative 


JUNIOR 
COPYWRITER 


Previous Agency experience not 
essential. The young man we 
are looking for is about 23. He 
will have either Selling, Direct 
Mail or Newspaper Reporting 
experience. 


If you think this post (a pro- 
gressive one) is for you send 
particulars of education, train- 
ing and salary required to : 


Box 8699 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR VISUALISER ‘LAYOUT MAN 
required to take charge of the pro- 
duction of press and printed matter 
in the Publicity Department of a Large 
Industrial Organisation in London. 
Experience of high quality technical 
literature is essential and a background 
of consumer advertising would be 
desirable Write full particulars to 
Box 8709 Ad. Weekly 180 Fleet St BC4 

BOOKKEEPER required for advertising 
agency bought ledgers Good wage 
and prospects to experienced appli- 
cant Write fully, in confidence, 
stating age. experience, wage, etc., to 
Managing Director, 

Box 8701 Ad. Weekly 180 Fleet St BC4 


REQUIRED BY 
SELLS LTD. 


COPYWRITER—VISUALISER who can 
write and design sound, practical 
advertisements. The position offers 
wide scope for a creative and energetic 
mind, and offers every opportunity of 
advancement to a skilful writer with 
ideas and a “‘news"’ sense. ideal, 
unhampered working conditions. 
Applicants are invited to telephone 
for appointment to A.R.A. Temple 
Bar 0082. 


543 


CLASSIFIED ADVERTISEMENTS 


STUDIO IRWIN 


have further vacancies for 


RETOUCHING ARTISTS 


Top wages, bonus and superannuation scheme. 
Write or ‘phone Studio Director for appointment. 


STUDIO IRWIN LTD. 


Irwin House, Gough Square, Fleet Street, E.C.4 
Telephone: CITY 2171 


PUBLICITY OFFICER required imme- 
diately for Stationery and Book Trade 
Fair 1955. Must have good press and 
BBC contacts. Only really experienced 
men need apply Applications, by 
letter only, to Exhibition Manager, 

N., 149 Pleet Street, E.C.4 

ADVERTISEMENT MANAGER of 
leading industrial magazine urgently 
requires experienced, efficient and 
conscientious Secretary She must 
have initiative and be keenly interested 
in her work 
Box 8705 Ad. Weekly 180 Fleet St BC4 

PUBLICITY ASSISTANT (22-26) re- 


quired for Publicity Department of 


The Advertising Department of a weil 
known Company in London requires a 


COPYWRITER 


who has mastered the technique of 
‘Consumer "' promotion and also 
possesses that enquiring type of mind 
that is the basis of good *' technical *’ 
copy in che electrical field. 


well-known electrical instrument manu- 
He should know enough about press facturers situated in the West London 
area. Duties will include editing, pro- 


and print production to be able to 
Supervise the progress of a wide range 
of promotional literature. 


duction and distribution of company's 
journal, catalogue production and 
technical advertising Apply, stati 
age, salary required and details o 
education and experience, to 

He will become a key man in a rapidly Box 8502 Ad, Weekly 180 Fieet St BC4 


expanding department. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ALL ROUND 


ARTIST REQUIRED 
(with studio experience) 


Able to design posters, show- 
cards, window bills, etc., to 
reproduce by litho or silk- 
screen. Must live in or near 
Leeds. 
Apply with full particulars to ; 
ry, Sheid Led., Sheid 


ARTWORK FILING and Control! Clerk, 


either sex, wanted by West End 
Agency Five-day week, canteen. 
Box 8700 Ad. Weekly 180 Fleet St BC4 


PUBLICITY 
MANAGER 


required by well-known Diesel Engine 
Manufacturers in West Midlands. 
Applicants should have good engineer- 
ing background, as well as knowledge 
of Press Advertising, the preparation 
and printing of technical literature and 
the Trade Exhibitions. Salary between 
£700 and £800, according to experience, 
Apply to Personnel r, 


Box 8716 
Advertiser's Weekly 180 Fleet St EC4 


Full particulars should be addressed to 
Box 8710 . 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION, Vacancy exists for 
first-class production man to take 
control of a number of accounts 
Sound knowledge of process and 
foundry work and previous agency 
werk essential. Top salary and ideal 
conditions Write, giving age, ex- 


prience, etc., 
Box 8707 Ad. Weekly 180 Fleet St BC4 
AN EXPERIENCED LAYOUT ARTIST 
required for studio Write, giving 
details and present salary, to 
Box 8548 Ad. Weekly 180 Fleet St BC4 


GEORGE NEWNES PUBLICITY 


requires 
PRODUCTION 
EXECUTIVE 


Excellent opportunity for enthusiastic 
young man of proved ability to fill 
responsible position. The appointment 
calls for one with previous experience 
of working in close liaison with busy 
creative team, and being able to plan 
and control production through all 
stages for heavy output of promotion 
matter — national press campaigns, 
posters, folders, ete. All round prac- 
tical experience of printing, engraving 
and general production methods essen- 
tial Write in confidence, stating 
present position, career, age and salary 
required to 


Publicity 


salary to 


Tower House, Southampton Street, 
Strand, London, W.C.2. 


CAMPAIGN 
PLANNER 
REQUIRED 


First-class man required with thorough 
knowledge of marketing, media, merch- 
andising schemes, premium offers, etc., 
to work on important national accounts. 
Apply in writing stating age, full details 


of experience, present position and 


Managing Director, 
S. C. PEACOCK, LTD., 
pron Apne sg : 215/221, RECENT STREET, LONDON, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS WACANT 


MASSEY-HARRIS- 
FERGUSON 
(MANUFACTURING) 
LIMITED, 
Moorfield Estate, 
Kilmarnock 


have vacancy for 


SENIOR TECHNICAL 
ILLUSTRATOR 


Applicant should be able to 
interpret Engineering Blue- 
prints for iMustrating parts lists 
and instruction manuals, Only 
those with wide experience 
considered. 


in writing to the 


544 


CLASSIFIED ttle 


Situations Vacant: ‘The 
ee ne 2 Loot 


Es wg 
APPOINTMENTS VACANT 


VERSATILE ADVERTISING 
ASSISTANT 


Excellent = poorer for young man, 
to 


ACCOUNT EXECUTIVE 


Here is an opportunity fora first- 
class advertising man (aged 30/45 
years) with Agency experience, who 
is conversant with marketing, dis- 
tribution and determination of ad- 
vertising policy. He should be used 
to dealing with national accounts 


with the 
develop potential in Publiciey Dept. : 

copy writing and layout ability, and 
experience of all production processes 
connected with print. Willing to handle 
substantial work load with minimum 


and ready to contact on a Managing 


Director level. Excellent prospects, : 
good salary, pension and bonus TECHNICAL WRITER required by 


Publications Dept. of large engincering 


SerreMBer 9, 1954 


APPOINTMENTS VACANT 


ADVERTISING / PUBLICITY 
MANAGERESS 


First-class woman required by 
manufacturers of nationally ad- 
vertised children’s outerwear. 
One with sound experience in 
the design and production of 
seasonal Catalogues, point-of- 
sale promotions — dealer-aid 
advertising and the planning of 
press campaigns, Must KNOW 
fashion editors on the Nationals 
and woman-interest magazines. 
Please write fully, giving details 
of experience and salary required 


Minimode 


to Mrs. Benskin, 
(Children’s Wear) Ltd. 45 
South Molton Street, W.1. 


schemes. Write in the first instance, 
stating precisely : experience (in- 
cluding details of Agency service) 
salary and age to : 


Appl 
PERSONNEL MANAGER, stat- 
ing age, qualifications, experi- 
ence and salary desired. 


company for production of technical 
house organ, and to assist with litera- 
ture generally. Good English and 
technical knowledge required sufficient 
for editing articles and writing on 
mechanical and clectrical subjects. 
Previous experience of similar work 
Condon ig week. West 

on areca ate , Present posi- 
tion, a and 35 required, 


ENGINEERING COMPANY requires 
assistant for Publicity Department to 
help with compilation and production 
,- AF technical data sheets, manuals, 

eneatigees etc. Must have ability to 
write nglish and maousedye of engi- 
neering sufficient to work on own 
initiative, Previous experience in pub- 
licit rtment essential, Five-day 
wee! est London area. State age, 
present position, experience and salary 
required, in confidence 
Box #702 Ad. Weekly ‘180 Pleet St PC4 

WANTED. Assistant to train as space 
seller in the advertisement department 
of London office of large Scottish 
a House. 22- 3 years of age. 

Pleet Street, 


eed Munro a” 


Staff Applications, 


S. C. PEACOCK LIMITED 


21 LEIGH STREET, LIVERPOOL. 


ATOMIC ENERGY R 
ESTABLISHMENT, Berk- 
shire, requires Technical Illustrators 

to prepare from photographs, models 
in conf or neering drawings illustrations of 

Box 8703 Ad. Weekly 180 Fleet St BCA a ~ 


a variety of work including enginecer- 

WELL - ESTABLISHED MANUPFAC- ing, chemical and electronic apparatus. 

TURERS concerned with a speciality Experience of technical illustrating or 
oduct have an ee for a Sales 


sound technical art training necessary ; 
anager. Must be of food education 
my t 


— to do eotogrerh srosching an 
and have a proven abi ‘© sell and vantage. alary £400-£640. Posts 
make Ganteen. Age 30-35. Generous pensionable. Apply to the Establish- 
salary according to ualifications. ments Officer, A.E.R.E., by Se 

Only applications giving full details of ber 24, 1954, quoting 2/103/146. 

education and experience will be con- | WANTED, a man with a knowledge of 
sidered Advertising background an outdoor advertising to select sites in 
advantage. the West End and Central London. 
Box 8704 Ad. Weekly 180 Pieet St BC4 Box 8706 Ad. Weekly 180 Pleet St BC4 


Harwell, 


COPYWRITER. Harrods have a vacancy 
for a copywriter for Men's Wear, 
Furniture and Hardware. This is a 
good opening for a keen young man 
or woman with of 

a similar character. 


OPPORTUNITY FOR 


ACCOUNT 
EXECUTIVE 


WITH MARKETING AND MERCHANDISING 
EXPERIENCE 


The Lady’s made... 


made for life . . . it she nas the right 
qualifications. Jf, for example, she is brim full 
of bright ideas about fashion and beauty, and 
ready to handle a group of feminine accounts 
with a minimum of supervision. Jf her age is 
around the middle twenties, and her advertising 
experience already includes some years work 
with an enterprising agency. Jf she knows 
enough about the mechanics of production, 
artwork and print to discuss them intelligently 
and on a high level. And if (most important of 
all) she is ambitious, eager and able to make her 
mark as an executive in a vigorous and versatile 
agency. 


We are seeking an Account Executive to head up an important 
group of accounts. The man we seek should have had experience 
on accounts where the emphasis has been on marketing and 
merchandising, operating in close liaison with. clients’ sales 


Copeman. If these qualifications are yours, we shall 


be happy to hear from you. Write, as 
fully as you wish, mentioning the salary that 
you require, to:— 


Following a period of working in conjunction with the Direcsor 
in charge, the successful applicant would be required to take 
over these accounts and be responsible for the major planning 


on them and their administration within the Agency. DAVID WILLIAMS, DIRECTOR 


GORDON & GOTCH ADVERTISING, LTD. 


75-79 FARRINGDON STREET, LONDON, E.C4 


Write in confidence to :— 


Box 8694 
Advertiser's Weekiy 180 Fieet Street EC4 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


PRODUCTION ASSISTANT required 
for copy detail work in publicity de- 
partment. Position is permanent and 
pensionable. Write, giving details 4 
experience, age and salary expected, t¢ 
Box 8456 Ad. Weekly 180 Fleet St ECA 


EXPORT ADVERTISING 
ASSISTANT REQUIRED 


by a leading cosmetic and pharmaceutical 
firm. About 26, with experience of 
advertising agency work in export, 
preferably including cosmetics and 
harmaceuticals in the Colonial Empire. 
Preven, residence in these areas an 
asset. Must sive evidence of creative 
ability and incl i for 

work. Good knowledge of media, 
production and direct mail desirable. 
He will work closely with the U.K. 
advertising department of a progressive 
world-wide organisation. tailed 
application to 


Box 8550 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT 


PRINT BUYER 


REQUIRED 


by large West End Agency. 
Applicants must be fully con- 
versant with all print processes, 
block making and typesetting. 


Please state age, experience 
and salary required when 
applying to 

Box 8696 


Advertiser's Weekly 180 Fleet St EC4 


PUBLIC 
RELATIONS 


Head of P.R. Department of 
London Agency requires ex- 
perienced assistant under 35. 
He should have some experience 
of P.R. campaign planning and 
administration. Knowledge of 
films and T/V useful. 


Write giving age, experience 
and salary required to: 


Advertiser's Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


PUBLISHERS. Free-lance Fleet Street 
rep good selling record, offers 
active representation to one news- 
paper or mag. Write Advertiser, c/o 
veswey, Davis & Foster, Solicitors, 

w Square, Lincoln's Inn, W.C.2 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 
Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 
London Office 98-100 Fleet Street 
B.C. Phone : CENtral 1740. 


APPOINTMENTS WANTED L 


seeks change. 


MERCHANDISING, ADVERTISING, 
SALES PROMOTION 


Top-flight executive with 25 years successful marketing experience 
Extensive knowledge of home and overseas selling, 
and a proved record with first-rate companies. Would be willing to 
reorganise sales and advertising, or to take over control of existing 
sales organisation of large scale concern in London or provinces. 


Box 8483 Advertiser's Weekly 180 Fleet St EC4 


YOUNG VERSATILE 
COPY WRITER/VISUALISER 


just released from H.M. Forces, requires 
promising position in Agency or §°- 
ahead Department (Might consider 
working abroad.) Keen worker with 
lively imagination 

Box 8667 


Advertiser's Weekly 180 Fleet St €C4 


PRODUCTION EXECUTIVE, ova. 


offers 8 years’ experience (including 
media planning and client contact) with 
well-known provincial agencies, plus 
enthusiasm, for the opportunity to join 
medium-sized agency which is ‘* going 


places.’* 
Box 8655 
Advertiser's Weekly 180 Fleet St EC4 


T.V. NEEDS .... 


an old friend in your Office. 
| am an Advertising Executive (27), 
experienced in all branches of film- 
making, University educated and with 
a flair for live publicity. 

Let's calk it over 


Box 8656 
Advertiser's Weekly 180 Fleet St €C4 


PUBLICITY MANAGER 
SEEKS CHANGE 

Age 4!. Now resort publicity officer. 

years’ experience travel publicity, 
advertising, print, display, press rela- 
tions, information research, direct mai! 
Seeks change. Preferably London area 
Minimum (850. 


Box 8654 
Advertiser's Weekly 180 Fleet St €C4 


WANTED, Block Cabinet 


“ HAND - PICKED” SECRETARIES 
avaiaole. The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3 

YOUNG LADY desires position in 
Advertising Agency with view to 
becoming Account Executive Fluent 
French, German and slight Italian 
Agents having overseas connections 
will find this keen, ambitious person 
a real asset. Please write 
Box 8678 Ad. Weekly 180 Fleet St BC4 

MEDICAL CO?YWRITER, agency 
trained and highly skilled now 
employed abroad, secks full time or 
freelance work in England after Octo- 
ber |. Write 
Box 8679 Ad. Weekly 180 Fleet St EC4 

TECHNICAL WRITER, mech.. elec. or 
chem Expert (38), 20 years’ ex- 

offers 


rience, evening services, 

onwards ; advisory, consultative or 
production. Manuals, sales literature, 
journalism. Nothing too small. Terms 


reasonable. London area 

Box 8680 Ad. Weekly 180 Picet St BC4 
YOUNG MAN (24) seeks junior posi- 

tion in northern studio Or art depart- 

ment Five years’ art school training 

but no commercial experience. Know- 

ledge of all printing processes 

Box 8681 Ad. Weekly 180 Fleet St EC4 
TOP FLIGHT PROD. MANAGER, 

PRINT BUYER, sound  ail-round 

agency experience, secks change 

Box 8682 Ad. Weekly 180 Fleet Si BC4 


SENIOR BOOKKEEPER /SECRETARY 
(female) seeks position. Experienced 
in wages, PAYE, shorthand, typing 
and general secretarial wor 
Box 8683 Ad. Weekly 180 Fleet St BC4 

KEEN YOUNG MAN (21}) requires 
position with prospects in Agency or 
Advertising Department. Four years’ 
all-round experience 8 Murtwell 
Drive, Chigwell, Essex 

EXPERIENCED JOURNALIST can 
handle another House Organ or simi- 
lar regular editing-producing job 
Box 8714 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


MOBILE EXHIBITION. 


Commer tow- 


ing vehicle and 21 ft. trailer Built 
952 very low mileage carefully 
maintained. Complete sound film and 
slide projection equipment Sleeping, 
cooking and office accommodation 


9 ft. awning and framework 
Best offer over £3,000 Advertiser 
would be prepared to consider offers 
for the trailer vehicle only. Specifica- 
tion and photographs will be sent to 
bona fide enquirers 

Box 8687 Ad. Weekly (180 Pleet St BC4 
secondhand, 
in good condition 

Box 8688 Ad. Weekly 180 Fleet St BC4 


CLASSES 


in preparation for the Diploma of the 
Advertising Association are held at the 
College for the Distributive Trades, 
107 Charing Cross Road, W.C.2 
Particluors of these classes may 
obtained on request (nan) 


A.A. THIRTY GUINEA 
AWARD goes to LC.S. 
Student ! In the May 1954 


Advertising Association Examina- 
tions an I.C.S.-trained man 
MR. S. N. SHAMSIF-—gained top 
place in Division ‘D’" and the 
first prize of thirty guineas. 
Other outstanding successes won 
by LC.S. Students were : 
Second place in Division ‘ C 
First, second and third as mn 
Division 'B’ and five good passes. 
Six good passes in Division ‘A," 
Twenty per cent. of all successtul 
candidates were 1.C.S. Students. 
International Correspondence Schools 
offer comprehensive and up-to-date 
Home Study Courses in preparation for 
both the A.A. and the LLP.A. Exams 
All candidates are coached until success- 
ful. We also give specialised training 
in COMMERCIAL ART, POSTER DESIGN, 
LETTERING and SIGN WRITING 
Write today for free book to DEPT. 28 
INTERNATIONAL 
SCHOOLS, International Buildings, 
Kingsway, London, W.C.2 


| 


| 


YOUT ARTIST (Ex. Pig.) specialices 
.* folders and brochures, seeks com- 


Missions 
Box 8549 Ad. Weekly 180 Pleet St BC4 
ASK FOR DETAILS of my copywriting 
service. Sales letters and postal pub- 
licity matter of every description pre- 
red. Satisfaction or no fee v 


jiles, 6 St. Paul's Road, Barking. 
Essex 
ARTIST required for occasional assis- 


tance by Professional Journal, London 
Box 8712 Ad. Weekly 180 Pieet St BC4 
UNUSUAL IDEAS and convincing, 
lished copy on economic free-lance 
sis. Write 
Box 8713 Ad. Weekly 180 Pleet St BC4 
TO FREE LANCE ARTIST with good 
accounts. Share of studio in Mayfair 
All business side and contact cared 
for. No capital but small rent. Write 
Box 8689 Ad. Weekly 180 Fleet St BC4 
CARTOON ARTIST. Mars Limited re- 
quire the occasional services of an 
artist for strip cartoons suitable for 
oduction in their magazine and 
other internal publications This 
would interest cither «a professional 
commercial artist as an auxiliary job 
or it would be a profitable hobby for 
an amateur wit artistic abilities 
Write to the Personnel Officer, encios- 
ing examples of original cartoon 
drawings. Suitable epglicants will be 
invited to discuss this proposition 
Mars Limited, Dundee Road, Slough, 
Bucks 
EXPERIENCED FREE LANCE 
ARTISTS wanted by London Publisher 
to produce line drawings for aye 
picture novels Plenty of -~ wy 
regular work for suitable applicants 
Apply in first instance to 
Box 8684 Ad. Weekly 180 Pleet St BC4 
FREE LANCE ARTIST requires product 
illustration Work of exceptionally 
high standard 
Box 8685 Ad. Weekly 180 Pleet St BO 
SPACE SELLERS in S yr. aise 
by periodicals publish 
basts 
Box 8686 Ad. Weekly 180 Fleet St BC4 


DESIGNERS. If you require Scale 
Models or Animated Displays for 
forthcoming exhibitions, consult Basil 
Richardson, Southfields, Cudham, 


Sevenoaks, Kent 


MISCELLANEOUS 


PIN-UPS AND COVER GIRLS in stock 
for artists and advertising agents. For 
particulars of studio facilities and 
enormous model files contact Philip 
Gotlop Photographs Limited, 24 Ken- 
sington Church Street, W.8 Tel 
WEStern 4130 


ADVERTISE WITH CRYSTAL 
PERSPEX RULERS 
Inscribed in colour with your message. 
At lowest prices from actual makers. 
THE NORMOGRAPH CO. LTD. 
70, Princedale Rd., London, W.1i. 
BAY 7222 


SPACE REPRESENTATIVE, 
based. Proposition wanted. 


radius 
Box 6547 Ad. Weekly 180 Pleet St BC4 


ACCOMMODATION: 


PLEET STUEET. Large room, wash 
place attached Good light Own 
entrance 
Box #711 Ad. Weekly 180 Pleet St BC4 

STUDIO /OFFICE, MAYFAIR. All 
office work and contact cared for. 
Reasonable rent by arrangement 
Box 8690 Ad. Weekly 180 Pleet St BC4 


PRINTERS 


SERVICE ve PRINT BUYERS ! 
Our facil , letterpress 
machining, binding and direct mailing. 
will more than recompense your 
interest in sending us an enquiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House. 
Waterside North, Lincoln 


London 
100 mile 


Telephone Lincoin 666 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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Advertiser's 
€ rors Weekly 


55/- (overseas) 


STOP PRESS 
ORGANISATION | a sonal 


AND METHODS 


to raise a record sum for NABS. 
| said, “are pay One a of 
the quarterly Journal devoted to efficiency ae he othe "To Fr cde me 
. . . et , 
in Industry, Commerce and the Public Services never seen a groundsman prepare a 
wicket so thoroughly for a match as 


@ with a specialised circulation of 4,000 guaranteed | presides 
to reach every Town Clerk, Municipal Treasurer, 


Regional Hospital Board and Management Committee _ BIGGER PAPERS? 


Secretary, and managements of the principal Public | msen,Nemsrint Supply Company 


| and Canadian mills for extra 50,000 
tons of —— next year, F. P. 


Corporations and Industrial Organisations. Newsprint Supply ‘Cos told “adver: 
| tiser’s Weekly” he did not think 

anything very revolutionary would 

result if agreement were signed. lt 


giving Executives the latest information on products | ome puge to present ration. 


and services essential for efficient management and ‘SUMIOR SKETCH’ 
: sre, Sor 
operation. | the publish 


| 
| Workers claimed 


Basic page rate £40. Screen 100. | 
Type area 10" x 7". Copy Date November Ist. | 


Price 5’- 


4, Clement’s Inn, London, W.C.2. 
Holborn 6819 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C.4. (Phone. Chancery 8844) 
September 9, 1954. Printed in England by St. Clements Press Lid, Portugal St, Kingsway, London, W.C.2 
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Ee sible for organising the match, in k 
pes thanking Ray Nash, the commit- 
; tee secretary, for his untiring efforts. 
ai Lord Mackintosh of Halifax, 
i president of the Column Club and 
ae a former president of NABS, said 
| that however the “team” might 
5 change, the success of the “Two 
Bi Freds” match continued. He also : 
a congratulated those who had helped a 
: 
ud had Philip Zimmerman and John _ 
a ee Sime, of “Advertiser's Weekly,” — 
whose work on the record revenue- : 
~ producing programme was almost 
q | beyond praise. 
E, Norman Moore, president of the 
ee ing Association, who is also 
is t of NABS, sent a message 
sa, ill. 
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ee Daily Sketch” in the dispute. s 
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" on top floor of —_ pees of = 
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